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METAL BUCKLES & KEEPERS 


Another Kon-ite triumph, combining the 
Strengthand Lustre of METAL with the 
Lightness and Resiliency of PLASTIC 
in the perfect watch strap, buckle! 

A light core of tough plastic encased 
in a tubular sheath of precious metal - 
results in a buckle of unusual beauty and 
great durability. PlastiCore is not a 
substitute for metal buckles, but is defi- 


nitely a better. buckle. It contains no 
base metal, so it cannot rust, discolor or 
corrode the leather. Now available only 
on genuine Kon-ite watch straps. 
Your jobber has them. Manufactured 
by A. SAUER & CO. Cincinnati 2, Ohio. 






























JULY 


Jewelry Has Post-War Opportunity, 149 


. 
CWEIETS 
\ 
5 
ld 
Icultal- 
| Display Strikes a Happy Medium, 150 
: Is Wholesaler An Economic Waste? 152 
Take a Look at Your Walls, 154 : 
“Sugar and Spice” Keep Jeweler Busy, 156 A gt 
¢ : 


NWJA Conference, 158 


Did Diamonds Originate in One Locality, 164 


Gem Import Statistics Released, 166 
Volume CXV Number 10 





For the Cause of Installment Selling, 170 
g 
os i... Earrings Should Suit the Face, 172 ‘a 
FRED V. COLE, Editor Ruby—tThe Birthstone for July, 176 dia 
and Vice-President | 
e - e e in | 
R. HM. GOODRIDGE, Amstiote Editor Announcing The Jeweler’s Dictionary, 178 
MADELG LOVE Gite Eaier Customers Have a Black List Too!, 200 r 
JOHN E-MCOINN, Art Editor Key Displays to Current Season, 204 vil 
L. W. MOFFETT, Washi Edi . . 
EUGENE J. HARDY, Asaront +s a What Future Electric Appliances? 208 as 
Natl. Press Bldg., Washington, D. C. 
1 
JOHN J. BOWMAN, Technical Consultant D E PARTMENTS 
ge H. BALL, Diamond Consultant 
Gen, Consltont To Speaking of the Jewelry Trade, 145 : | 
R. TERHUNE, Contributing Edit : 
201 Oceano Dr., Los Anause 24, Calif. Creative Jewels, 168 
— Théy’re New, 210 
BUSINESS STAFF f — 
A. V. ANSEL, Circulation Manager Directory of Trade Associations, 212 
ROBERT WATSON, Production Manager My Display Problem. 218 
9 * 
New York mesg : mn 
H. H. HETHERINGTON New Giftwares, 230 al 
MADELINE LOVE ‘ . 
ARTHUR J. TUVERI Gift Chats, 234 hi 
Os Neh dee | 
420 Ind. Tr. Bldg., Providence 3, R. |. Mainspring End Repairs, 268 z 
10 High St, Boston 10, Mass. : f 
! wera, Workshop Queries and Answers, 272 “ 
) CLAUD WHEELER Editorials, 288 h 
29 E. Madison St., Chicago 2, Ill. N 
ISRAEL DOBSEVAGE, Harrison, Ohio h 


OWNED, PUBLISHED, AND COPYRIGHTED (1945) BY THE CHILTON CO,, ING 


Executive Office Editorial and Advertising Office 
Chestnut and 5éth Sts., © 100 E. 42nd %, 
Philadelphia 39, Pa., U. S. A.. New York 17, USA 
OFFICERS AND DIRECTORS 

C. A. MUSSELMAN, President 
JOSEPH S. HILDRETH, GEORGE H. GRIFFITHS, EVERIT B. TERHUNE, J. H. VAN DEVENTER, CHARB 
§. BAUR, P, M. FAHRENDORF, Vice-Presidents; WILLIAM A. BARBER, Treasurer; JOHN BLAIR MOFFEl, 
Secretary; JULIAN CHASE, THOMAS L. KANE, G6. C. BUZBY, HARRY V. DUFFY, CHARLES J. HEAR 


WILLIAM H. VALLAR, Asst. Treasurer 


ished monthly by Chilton Company (Inc.). Entered as second class matter at the Post Office in Philadelphia, 
Aenean oll wy U.8.A., under the Act of Congress of March 3, 1879. Subscription price—United States or its posse 
sions: one year $3.00; Mexico, Central America, South America, Spain and its colonies: one year $3.00; in Canad 
one year $4.00; other foreign countries: one year $6.00 ; single copies 35¢ each. All subscriptions are payable in advasth 





> eae a «a a 2 . oOo 6 &S 








nd Sty 
} SA 


ARLE 
|FFEM, 
+EALE 


BERLE 





SPEAKING OF 


N a recent visit to the Diamond 

Dealers Club in New York we 
had the pleasure of chatting with a 
diamond man who happens to carry 
in his pocket one of the smallest cut 
gems in the world. He is S. D. Stern- 
berg, who showed his treasure to us 
with as fine a sense of the dramatic 
as any Broadway showman. 





We had been discussing diamonds 
in general and their value in partic- 
ular when he quietly drew forth from 
his wallet a rather well-worn and ap- 
parently empty diamond paper. He 
opened it, and indicating it with a 
flourish, said, “‘Here—is a diamond.” 
“Here is no diamond,” said one of 
his colleagues in a smug way. Mr. 
Sternberg ignored the heckler and 
bid us look more closely. In a mo- 
ment, after some concentration, we 
taught a glimpse of a tiny bit of re- 
fected light on the paper. After 
everyone had seen and acknowledged 
the sparkle, Mr. Sternberg took it 
ip on the tip of his finger and in- 
vited us to view it through a loupe. 
There, on the ridges of his fingertip 
we saw a full-cut brilliant—table, 





girdle, culet and all—as perfect a 
‘Dit of carbon as any jeweler would 
Wish to see. 

_ Mr. Sternberg told us that he had 
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bought it in a parcel of melee in 


Antwerp some thirty years ago and 
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had carried it about with him as a 
memento ever since. Such tiny cut 
stones, he told us, are usually the 
work of the virtuosos of the cutter’s 
trade who perform such feats for the 
fun of the thing, since there is hardly 
much demand for microscopic en- 
gagement rings. On the outside of 
the paper in which the diamond is 
carried is the usual notation of carat 
weight. “1/1000,” it reads. 
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HIL KRAUSS, Ambridge, Pa., 


jeweler, made a recent buying 
trip to New York to try to fill up 
some of the vacant spots in his stock 
but instead of coming back with new 
merchandise, arrived home with a 
new suit. Nothing strange about 
this, you say, but therein hangs the 
tale. 

Seems Mr. Krauss after a day of 
trudging from one wholesaler to an- 
other, thought he’d at least fortify 
the inner man. He picked out a 
well-known restaurant where the 
celebrities gather—movie stars, cafe 
society, and the like—and was just 
about to enjoy his dinner when he 
saw stars—plenty of them. They 
weren't the moving picture variety, 
however. A _ waiter in passing 
tripped and a teapot hit the side of 
Mr. Krauss’ head, while the estab- 
lishment’s special, pot roast and po- 
tato pancakes, did the best they 
could, in the short time they had, to 
run from his head to his feet. 

He was taken to the manager's 
office and by the time he was hosed 
down, a complete new outfit was 
ready for him. 
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CCORDING to a recent news- 
paper item we note that the 
Hasbrouk Heights, N. J., home of 
the “The Voice,” the bobby soxers’ 
idol, Frank Sinatra, has been sold 
and, to a jeweler. Paul Ragona, of 
Fairview, N. J., announced that he is 
buying the house, much to the evi- 
dent delight of the neighbors who 
earnestly hope that when Mr. Ra- 
gona moves in the bobby soxers will 
move out. Since Mr. Sinatra rose to 
fame, his home has been the mecca 
of the teen-age swoon set and the 
“Ohs” and “Ahs” of his worshipers 
have kept the neighborhood in an up- 
roar not knowing from one minute to 
the next whether it was an air raid 
or a fire in the neighborhood. 


GO AWAY-- i'M NOT vy 
eee 
Se og 





We hope that Mr. Ragona is not 
taking on more than he can handle 
for we wouldn’t be surprised that un- 
til the last hope has dimmed that 
Mr. Sinatra has really moved out, 
the jeweler may have to sneak in the 
back door for a while. 
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HE Yanks have often been 

called the “souvenir army” and 
this is attested to by the flood of all 
kinds of war souvenirs that are 
flooding the folks back home. But 
there is the practical side to this 
souvenir collecting, too, and a good 
watch heads the list of preferred 
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“THEY'RE TAKING THE BOSS TO THE BOOBY HATCH. 
ALL THOSE CALLS FOR PARKER ''5I"" DROVE HIM CRAZY” 
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items. The manner in which some of 
them are obtained by the GI’s prob- 
ably would not be considered 
“ericket’” by civilian standards of 
law enforcement, but under combat 
conditions, the bars are down in 
dealing with the enemy, according 
to a reported conversation our Tom 
Duggan, now a Tech. Sergeant in 
the ETO, had with another GI 
“over there.” 

“The other day, in connection 
with some publicity work for my 
outfit,": Tom writes, “I was inter- 
viewing a bunch of ‘alligator’ opera- 
tors—men who had carried the ini- 
tial assault waves across the Roer 
River in February. 

“‘What did you carry back,’ I 
asked one of them. ‘An alligator is a 
pretty big thing to bring back 
empty?’ 

“‘Oh, they didn’t come back 
empty,’ exclaimed the operator. ‘We 
hauled German prisoners—hundreds 
of them.’ 

. “‘How did you like hauling Jer- 

‘ries back?’ 

_ “Well I thought it was a swell 
idea at first, but it didn’t work out 
so hot after all.’ 

» “‘Why not’ 

“Well, I tried: and tried but there 


JOE JEWELER IN UNIFORM 





wasn’t a watch anywhere in the 
bunch. A pretty grubby bunch of 
prisoners those guys. Probably 
didn’t even know what time it was. 
No wonder they were captured.’ ” 
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HE jangle of an alarm clock 

waking one in the morning has 
become one of the most unwelcome 
sounds in our everyday life. The 
raucous clang of earlier timepieces 
has been toned down to melodious 
chimes or a mild brrrr, but despite 
that, the sound of the alarm is rarely 
a welcome interruption to our slum- 
ber. 

Richard Roth, of Seattle, Wash., 
has come up with something that we 
think has real possibilities. Designed 
primarily for deaf persons, Mr. Roth 
has designed an alarm clock whose 
vibrations are felt rather than heard. 
He has connected his alarm clock 
with a motor attached to the springs 
of his bed. When the alarm goes off 
the motor goes on, giving the bed 
springs just enough shake to rouse 
him. If he has been out the night be- 
fore and is unusually tired and needs 
a little extra awakening, all he does 
is adjust the motor to produce a lit- 
tle more strenuous vibration. 





"When I get out Joe, how's chances of me getting my old 
job back in the silverware department?" 
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ISUAL education is an impor- 
tant part of the curriculum of 
the Beaver High School, at Bluefield, 
W. Va., and excursions are made to 
various businesses in town where the 
students learn at firsthand the opera- 
tion of the various types of business. 
A recent excursion was made to 
the Jewel Box, one of Bluefield’s 
leading retail jewelry stores, where 
Alfred Land, ewner, explained the 
intricacies of operating a jewelry 
business. He also described the pre- 
cious metals used in jewelry, their 
various alloys, and the difference be- 
tween pure gold, gold alloys, gold 
filled and rolled gold plates was 
shown the students. Precious stones 
were also discussed; their cutting 
and origin, and in closing, Mr. Land 
outlined the care of watches and 
jewelry. 

For the better part of an hour, the 
students kept him busy answering 
questions, but from the interest 
shown by the enthusiastic group and 
the writeup in the local paper, Mr. 
Land believes his time well spent. 
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F you think your tax problems 

are tough, pity your poer col- 
league in Quebec. Those unfortu- 
nate fellows have recently been sad- 
adled with a six per cent tax by the 
Quebec Provincial Government over 
and above the 25 per cent federal 
impost and the two per cent city 
sales tax with which they’ve been 
struggling these many months. 

All of which means that when a 
jewelry-loving young - Canadienne 
purchases a pair of two dollar ear- 
rings, she pays, in addition to her 
two dollars, four cents to the city, 
12 cents to the Province and 50 
cents to the Dominion. At she 
leaves the store, clutching her new 
adornment in her hand, she has left 
66 cents for the tax collector and a 
headache for the jeweler. 
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HIS will be good news to many 

people in this country, jewelers 
as well as other American business 
men. Among the targets obliterated 
in a recent B-29 strike on the Japa- 
nese homeland was the town of Usa. 
The Nips used to export to the 
United States cheap jewelry as well 
as many other types of goods on 
which was stamped “Made in 
USA.” 
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Can’t a dealer dream, too? 











1. You’re standing by the front counter 
when a young lady comes into the store. 
“(Do you have 1847 Rogers Bros.?”’ she 
questions. “Yes ma’am,’”’ you beam 
broadly, “‘right here!”’ 


3. “Finest silverplate made,”’ you go on. 
“Oh yes,” says the lady, “I’ve heard 
about it on the air—noticed their ads, 
too. I’ve already picked a pattern.”’ (And 
then someone pinches you.) 


2. “‘What pattern?’’ you say, showing 
three chests filled with 1847 Rogers Bros. 
beauties. ‘‘First Love? Adoration? Or 
Eternally Yours? Of course, you’ll want 
this lovely chest, too.”’ 


4. All right! That dream will come true 
—many times! That’s a promise. Backed 
up by our 98 years’ leadership in the 
silverplate field. By war production ex- 
perience that has sharpened our skills, 


. speeded up production. By our arrange- 


ments for postwar distribution, based on 
International’s tested quota plan. 





1847 ROGERS BROS. 
Agerieal Sins chy 


Meriden. Con 
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Jewelry Has Post-War Opportunity 


Program being undertaken by Jewelry Industry Publicity 


Board holds bright promise for building continued prosperity 


for the trade if all elements will unite in support of effort. 


ERHAPS the most serious problem confronting 
jewelers today is the question of what is going to 
happen to jewelry sales when the trade again has to com- 


_ pete for the consumer’s dollar against automobiles and 


refrigerators, and vacation trips, and all the new gadgets 
and conveniences that are being: promised for the brave 
new post-war world. | 

One thing is sure—if jewelers’ merchandise is to con- 
tinue to hold its place in the sun it’s got to be sold. And 
what's more, it’s got to be sold intelligently. 

It won’t be enough to merely display a batch of good 
looking merchandise in the hope that people will come 
in to our stores and buy it. They’ve got to be made to 
feel that when they have some money to spend, the 
things that the jeweler sells are the most desirable things 


. t spend it for, and that the jewelry store is the best 


place to make their purchases. 

The first step toward achieving that end is to find out 
definitely and positively how the consumer feels today 
about jewelry and jewelers—what it is that impels peo- 
ple to buy a piece of jewelers’ merchandise rather than 
some other article—and conversely, what the reasons are 
that cause people to select some thing in preference to 
jewelry when that is the decision they make—and when 
they buy jewelry or watches or silverware, why it is 
that they choose the particular store that they do select 
for making that purchase—what it is that brings them 
in to a jewelry store in preference to others—or keeps 
them away. 

When the answers to those questions are really known, 
then it will be possible to do a really effective job of 
sales promotion for the jewelry trade. When we no 
longer have to guess but really know what’s in the back 
of the consumer’s mind and why he does what he does, 
then we’ll know what we haye to do in order to make our 
efforts produce maximum results. 

For that reason, the Jeweters’ Circutar-Krystone 
believes that the consumer survey which is about to be 
started by the Jewelry Industry Publicity Board (page 
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131, JC-K for April, and page 240, June issue) may 
easily prove to be one of the most important and valu- 
able things ever undertaken by the industry. 

The people by whom the job is to be done are assur- 
ance that it will be done expertly and thoroughly, and 
that its conclusions will be completely reliable. The field 
work, which will include the interviewing of thousands 
of consumers of all economic levels throughout the entire 
country will be conducted under the supervision of Elmo 
Roper who conducts the Fortune magazine surveys, and 
is recognized as one of the world’s leading authorities on 
researches into current public opinion. The accuracy 
with which his organization measures the public’s think- 
ing is proven by the way in which they have unfailingly 
predicted the result of every major election. 

Working with Mr. Roper will be the Institute of Pub- 
lic Relations, likewise a foremost authority in its field 
which is the building of favorable public opinion for an 
industry or a business. Clients whom the organization 
is serving include The Hat Research Foundation which 
promotes the sale of men’s hats, the Brand Names Re- 
search Foundation, composed of manufacturers in all 
lines who are interested in maintaining the prestige of 
trade marked and branded goods, the Sugar Research ~ 
Foundation, and others. 

“Public Relations,” says John W. Darr, President of 
the Institute of Public Relations, “is not a magic for- 
mula; it is hard work directed intelligently toward the 
achievement of the objectives agreed upon by an in- 
dustry. Public relations is a method of getting the most 
out of your advertising dollar, your sales promotion dol- 
lar, and your purchasing dollar.” And the record of his 
organization shows that they know how to accomplish 
and do accomplish, exactly that. 

With such a team on the job, the jewelry trade has 
a wonderful opportunity to improve and maintain its po- 
sition if the trade will get behind the effort, and give it 
their united support. 
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Jewelry Display 
Strikes a Happy Medium 


From the extremes of past years of showing too little 
or too much, modern store fixtures are designed to 


show jewelry to its most sales-compelling advantage. 


OT so very long ago it was considered not quite 

“nice” for jewelry—or any quality merchandise 
—to make a frank and unabashed appearance in store 
windows and display cases. The idea seemed to be that 
a jewelry store should look like a Georgian drawing 
room, a Renaissance library or an Adam parlour—any- 
thing but a shop. The merchandise lurked discreetly in 
half concealment in cases and counters obviously de- 
signed to look as much like period furniture and as 
little like merchandise display cases as possible. Much 
of the stock on hand might even be behind closed doors, 
to be whisked out with a flourish when it was felt it 
could tactfully be made apparent to the customer that 
she was in a place of business. 
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Suggested grouping of show. 
cases for small jewelry stores, 
Simple wall cases give an yn. 
obstructed view of larger mer. 
chandise items and table. 
height counter cases with 
curved glass and slanting 
floors permit easy visibility of 
small goods. Chairs at coun. 
ter have low backs so that 
when unoccupied they do not 
interfere with view of cases 
from other side of store. Ny. 
merals refer to illustrations of 
the separate units shown jp 
detail on the opposite page, 


by VIRGINIA DIXON 


The business doldrums of the thirties largely oyer- 
came this mental attitude, but the ornate and expensive 
furniture still stands in many jewelry stores. Where 
new fixtures have been purchased, although they are 
much simpler and more spacious in design, the idea still 
has persisted that such objects are store furniture which 
incidentally must also be utilized for the display of mer- 
chandise. Since it is now generally considered that the 
more merchandise that meets the eye of the customer 
the better, quantities of stogk are frequently crowded 
into space either never intended to contain it or not de- 
signed to display it adequately. 

Jewelers planning post-war remodeling have an op- 
portunity to equip their stores with fixtures designed not 
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furniture, but primarily as visual merchandising units 
a to display not only the quantity of merchandise de- 
~ a seed, but to display it to the most eye-catching and sales 




















= compelling advantage. 
or Because such fixtures do not follow the lines of tradi- 
- tional furniture does not mean that they are going to be 
ng parren and unattractive in appearance. The lines can 


of be graceful and pleasing and in complete harmony with 
the architecture of the store. The woodwork can be clean 
ot et and beautifully finished. Panels and pads can be 


rr covered in pleasingly textured and attractively colored 
u- 


of fabrics. The general effect will be even more in keeping 
in with the quality and value of the merchandise than 
e carved mahogany and etched glass ever was, because the 


display value of the merchandise will be the determining 
consideration in the development of the design of the new 


fixtures. 




























Simple lines of wall case frame merchandise 
without drawing attention from it. The case 
is shallow so that all items can be easily 
seen with no wasted empty space in the rear 
- of the case. Storage cupboards and drawers 

are below case. Provision is made for ade- 

quate lighting from the ceiling of the case. 


Fabric covered panel slants from back to the 
front of this small wall unit, giving generous 
space for showing costume jewelry. Concealed 
lighting in ceiling of case is used to drama- 
tize merchandise. Panel is removable so that 
space could be utilized in other ways as well. 
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Simple lines of the counter case do not obstruct view of merchandise 
or distract attention from it. Top and front are formed of one piece 
of curved glass and glass partitions between cases are for continuous 
visibility. Floor of case is slanted so that display can be seen at 
a distance, and attractive signs designate the various types of goods. 





Woodwork should be kept to a minimum, serving as a 
simple framework to support the shelves, tables and 
counters on which the merchandise is shown. Where 
merchandise must be enclosed, glass should be used in 
large areas with the minimum of frame work so that ac- 
tual visibility of the merchandise is not obstructed. New 
shapes in curved glass will be available after the war 
s0 that top and sides of counter cases may be formed of 
4 single piece of glass. These glass shapes can @lso be 
used to advantage in gracefully curved wall cases. 

Floors in counter cases can be slanted down from back 
to front so that merchandise placed on them can be seen 
from a greater distance giving it more attention value. 

(Please turn to page 182) 
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| We hear much discussion these days—pro and con— 

concerning the merit and the place of the Wholesale 

Jeweler in the distribution of merchandise. The sub- 
ject is extremely timely and vitally important. 

The writer has fixed ideas on the subject, which he 

will try to outline here as clearly as he can. One thing 

has to be explained in advance, however. The opinions 

expressed in this article are predicated on the supposi- 

tion that the product or products of a manufacturer are 

popular priced items requiring wide distribution. Bear 

in mind that there are approximately 20,000 retail 

jewelry outlets of one kind or another in this country, 

running the entire gamut of size, quality and tradition, 

from the distinguished jeweler on “Fifth Avenue,” to the 

druggists who “dispense” jewelry from a special counter. 

If the manufacturer has a product with distinctly 

limited distribution requirements or potentialities, his 

problem is not the same as that of the man who seeks, 

or needs, complete, or even major, distribution. Limited 
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The wholesaler bridges the gap bétween manufacturer and retailer. 
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The Wholesaler ... 
Is He An Economie Waste? 


by A. W. LEWIN 


A. W. Lewin Co., adver- 
tising agency and counsel 
for many of the country's 
manufacturing jewelers. 


or selective distribution in the jewelry field presents an 
entirely different problem and often is more effectively 
served by the manufacturer’s own representatives selling 
direct. 
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R. MANUFACTURER has invested a good deal 
of time, money and effort in search of a “shorter 
route” to the rich consumer market. Twentieth Century 
Pintas, Ninas and Santa Marias have been outfitted, mer- 
chandise plans have been “charted,” and sales “crews” 
have been “enlisted” in this modern expedition to dis- 
cover a “shorter route” to the consumer. Many of these 
“voyages” have been attempted. How successful have 
they been? 

Let us trace the steps of the manufacturer who, start- 

_ ing with the premise that the wholesaler was an unneces- 

by. ait stopping-off point between the producing and con- 

"suming terminals, wanted to find a more direct and 

cheaper route for his wares. 

' As the records show, these sailings into the uncharted 

)seas-of distribution were undertaken by the manufacturer 

with one objective in mind: bigger profits via the elimina- 

‘tion of the wholesaler, who (in that manufacturer’s mind) 

"represented the “long route” to the consumer. 


















However, in his eagerness to eliminate the middle- 
man’s expense by direct distribution, has the manufac- 
turer overlooked the fact that this step doesn’t neces- 
sarily eliminate the wholesaler’s function? Some agency 
has to provide the wherewithal and means to move goods 
from producer to retailer. Regardless of what this func- 
tion is called, it is esgentially the same as wholesaling. 

This is not to imply that the wholesaler’s function 
cannot be taken over by the manufacturer. It has been 

,done—though usually at a sacrifice. For in the majority 

























ELIMINATING THE WHOLESALER 


Before we ask whether he succeeded, let us first try to 
see what motivated the manufacturer’s course of action. 

Some had personal reasons, namely, to lash back at 
wholesalers who had sought to add manufacturing to 
their repertoire of services. There were other manufac- 
turers who thought to capitalize more quickly on brand- 
name acceptance which they had built up through inten- 
sive national advertising. 

In most cases, manufacturers thought that in by-pass- 
ing the wholesaler they would effect savings by eliminat- 
ing wholesalers’ discounts. 

To fully appreciate the manufacturer’s position, -we 





in 
y must face the facts. His success is measured in terms of 
9 maximum net profits which, in turn, is dependent upon 





the greatest amount of sales and turnover that can be 
realized at the least expense. 
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of cases, the normal advantages and economy of efficient 
wholesaling has been lost. 

For example, where the manufacturer has taken it 
upon himself to carry warehouse stocks, which is a 
wholesaling function, he has had to add the cost of this 
service on to his own mark-up. Or if the warehousing 
(Please turn to page 180) 
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ALLS and ceilings in a jewelry store may be 

said to perform two functions, aside from being 
construction essentials. First, they act as secondary 
sources of illumination and, second, they make up a dis- 
play background into which wall showcases, counter 
showcases, furniture, etc., fit. In both cases, your walls 
and ceilings have a positive action on the mental at- 
titudes of your customers. 

If they are dingy, soiled and unattractive, they may 
reduce your effective lighting by as much as 50 per cent 
and, in addition, create a depressing atmosphere. Bright, 
colorful walls inspire cheerfulness and well-being. They 
increase the effectiveness of your lighting fixtures, re- 
duce somber shadows and cause your merchandise show- 
cases to stand out prominently as well as pleasantly. 
Briefly, these are the reasons why attention paid to your 
walls and ceilings and the paint that is put on them will 
pay dividends in greater customer traffic and sales. 

Before we consider how color acts to influence your 
own clientele, let us examine color itself. Color has the 
ability to make people feel warm or cool; excited or 
tranquil; comfortable or depressed. Color is a maker 
of moods. On the other hand, color selections are in- 
fluenced by people themselves. The exciting color com- 
binations used during prosperous “boom” periods show 
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Take a Look at Your Walls 


Wallpaper is used jg : 

is modern store on 
walls. Background is 
light gray over which 
is carried a silver leaf 
design. The Ceiling js 
an off-white shade 





that ‘economic conditions affect color preferences in a 
most powerful manner. This fact is further confirmed 
by a contrast—the “depression” is usually accompanied 





by a selection of the more somber hues. Color taste 
changes with the trend in bank clearings. 
Tasie I 
Visibility Object Background 
1 Black Yellow 
2 Green White 
3 Red White 
a | Blue White 
5 White Blue 
6 Black White 
7 Yellow Black 
Xs White Red 
9 White Green 
10 White Black 
11 Red Yellow 
12 Green Red 
13 Red Green 
14 . Blue Red 


a 
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Climate influences color selection profoundly. Red 
and orange arouse a feeling of warmth. In a warm 
climate, these colors would emphasize the heat and ac- 
centuate the discomfort incident to high temperature. Hot 
climates call for “‘cool’”’ colors—those that have no trace 
of red or orange. Deep blues, greens and grays are cool 
colors and actually restrain “warm” reflections. On the 
other hand, use of reds and yellows is advised in cooler 
climates because of the comfortable atmosphere: these 
colors beget in the observer. 

A specific color generates a specific response in the 





observer. Light colors push the walls and ceilings back 
while dark colors pull them together. The display values 
of various two-color arrangements may be gathered from 
Table I on opposite page, which lists the order of 
legibility—in daylight—of one color upon the back- 
ground of the other. 

The color selection problem as applied to the indi- 
vidual jewelry store will depend on the impression de- 
sired. Usually, a dignified formal atmosphere is re- 
quired. Ceilings, walls and woodwork, inasmuch as they 

(Please turn to page 188) 


Color plays an important part in store modernization and much 


of the effectiveness of a new store can be lost without due 


consideration of the colors to be used in your walls and ceiling. 






















by RAY HOOKWAY, 
Color Consultant 
The Sherwin-Williams Co. 


Walls of this store are of a me- 
dium blue, running into the lighter 
pastel blue of the ceiling. Center- 
piece of ceiling is of same blue 
as walls, framing an area of light 
gray. Rear walls are pastel pink. 


FOR JULY, 1945 


Panels of dark blue, spaced 
with others of light cham- 
pagne color, highlight displays 
in this store. Recesses are in 
off-white with woodwork and 
trim in light bleached walnut. 





Stores shown here were de- 
signed by Murray Pearl- 
stein, well known jewelry 
store designer and archi- 
tectural consultant for 
Jewelers Circular-Keystone. 























“Sugar and Spice” 


Keep This Jeweler Busy 


HAT? A food department in a _ high-grade 

jewelry store? Yes, and it isn’t just a war-time 
expedient, either. Charles Mayer & Co. of Indianapolis, 
inaugurated its New England Food Pantry about five 
years ago—nearly two years before Pearl] Harbor—and 
it has been a most successful venture. 

Before the war imported foods were featured. Then 
to replace items which became unobtainable as the war 
progressed, the line was broadened until it now includes 
both rationed and unrationed foods, canned vegetables, 
fruits, soups, meat sauces of the petter quality, herbs, 
coffee, and so forth. 

Such merchandise may sound incongruous in a fine 
jewelry store, but it must be kept in mind that the lines 
and items handled are all of the deluxe quality, and of 
a kind that makes them suitable for gifts. Consequently, 
since the jewelers is primarily a store for gifts, it was 
felt that a line of fine foods of a sort appropriate for 
gifts would not be out of place. And so it has proved. 

The products are fascinatingly displayed in a New 
England atmosphere on built-in shelves along the wall. 
Appropriate natural waxed wood lines the wall im- 
mediately in back of the shelves. The shelves themselves 
are painted white with the edges in vivid green. Special 
care has been taken in the arrangement of the stock and 
the tins and jars are not crowded or stacked one on top 
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Miss Ruth H. White, 

| buyer and manager 
- of Mayer's New En, 
| gland Food Pantry, 
in the section de. 
- voted to condiments, 


of the other. Each item is well spaced—the reserve 
stock is kept out of sight. 

Because of the way the shelving is arranged, the 
various foods are easily accessible. People are able to 
stand in the aisle and get an overall view before they 
decide upon definite articles and step up to them for” 
close inspection. Hidden light bulbs provide a briliaall 
dramatic lighting effect. Above all, spic and span clean 
liness is one of the outstanding requirements. - 

At each end of the department is a round green table 
with two old fashioned green ladder back chairs to carry” 
out the rustic New England period. In character with” 
the display the fruit patterned lunch cloths which covery 
the tables have an intriguing design of huge luscious © 
strawberries and green leaves. 

The tables and chairs are for convenience so that the | 
customers may sit down and make a leisurely selection ~ 
of the products if they so desire. 





The tables display the 4 





popular little fruit cakes, one third of a pound in weight, ~ 


boxed for overseas mailing. 


Between the tables is an attractive island display of 
three tiers in the natural waxed wood to match the wall, e 
and it holds an assortment of boxes of crackers, “7 


filled, gift baskets and other unusual foods. 
On the wall shelves, related products are kept to- ~ 
gether for the convenience of the customer. At one end — 
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Jewelry and food in the same store seem an incongruous combination, 


but this department at Charles Mayer & Co., Indianapolis, which 


specializes in fine quality foods, has proven a successful venture. 


is a section of shelves devoted to blended vinegars, herbs 
and spices. Herbs are one of the current best sellers. 

Salad sets are displayed in the herb section. There is 
always a demand for them. A set is specially packed in 
a box, and includes herbs, vinegars, sauces, etc., for mix- 
ing salads. 

Other popular items to name a few, are mushrooms, 
already deliciously broiled in butter, needing only to be 
heated; tins of spiced kumquats to give a fancy and 
tasty touch to salads and meats, and the many tinned 
soups and sauces. 

Scattered along the shelves are quaint novelties 
fashioned of wood. One is a comical pelican with glossy 
black painted wings and white breast. Remove his 
saucy head and behold a candy holder. There is a 
funny hippopotamus and fat snails. All make amusing 
holders for nuts and candies, and the wise hostess knows 
that one or more of these clever pieces will be full in- 
surance against a dull party in her home. 

On the top shelves are shown bright colored baskets 
and hampers which may be purchased empty or filled, 
according to the customer’s wish. 

One tier is devoted to filled baskets of various sizes. 
Topped with large pink, blue or yellow ribbon bows, the 


brimming colorful baskets glamorize the entire depart-, 


ment. One hamper is 22 inches in size and holds six+ 
teen unrationed food items including a three pound fruit 
cake and a two pound plum pudding. 


FoR JULY, 1945 


by FLORENCE M. TAYLOR 


Miss Ruth White, who is manager of the department, 
says she has found that making up gift hampers and 
baskets containing various assortments of the appetizing ~ 
goodies, and offering them as a ready-made gift pack- 
age, has proved highly successful. Ingenuity in selecting 
the foods, in addition to the attractive appearance of the 
baskets covered with sparkling cellophane and decorated 
with great ribbon bows, have made them a find for the 
person who is giving the gift, and a delight to the 
recipient. 

One basket held one half pound of candy, beaten 
biscuits, orfe pound candied fruit, one half pound box 

(Please turn to page 190) 














This three tier island display of 
natural waxed wood to match the 
wall cases, is used to highlight 
unusual food, and gift baskets. 


The various foods are easily ac- 
cessible in the open wall cases, 
illuminated from above by hidden 
lights. Tables and chairs are 
for the customer's convenience 
in making a leisurely selection. 
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Responsibility to Industry 
Spotlighted at NWJA Conference 


Speakers at one-day session of Executive Board in New York City 
on June 4th see wholesalers as a vital link between retailers 
and manufacturers during the diffieult reconversion period. 


HE role of the wholesaler as a vital link between the jewelry retailer and 
the manufacturer in the reconversion and postwar economy was empha- 
sized time and again at the conference of the Official Board of the National 
Wholesale Jewelers’ Association, held in New York on June 4 The respon- 
sibility of the wholesaler to both manufacturer and retailer in helping redirect 
thinking to normal, non-wartime channels was another oft-heard theme at the 


meeting. 


Held instead of the regular yearly convention, the conference took place 
at the Hotel New Yorker with only about 50 members of the official board 
present. Cut down in length and streamlined to conform with ODT regula- 
tions, the meeting was a one-day, two-session affair, with the morning meeting 
devoted to discussions of general trends; the afternoon to specific problems 


and predictions. 

Harold I. Alberts, in his last speech 
as president of the organization, spoke 
of the wholesaler’s position as that of a 
“balance wheel in the economy.” 
“Through his cooperation with the two 
opposite poles of business, manufactur- 
ing and retailing, the economy is made 
stable.” The wholesalers, he declared, 
met and passed a great test during the 
past four years, proving their worth be- 
cause it was they who sustained the 
small retailer, who, he added “is the 
- foundation of the jewelry business.” 


NEW COMPETITION 


The presidential nominee, Silas B. 
Reagan of the Baldwin-Miller Co., In- 
dianapolis, pointed out the prime re- 
sponsibilities of the wholesalers—first 
and foremost of which is the responsi- 
bility to be alert to new competition. 
He stated that competition with the 
wholesaler comes -mainly from chain 
stores, and from buying syndicates. He 
also made clear that the postwar period 
would see more intelligent buyers —_ 
the retailers. “Their familiarity wit 
markets during the present shortage will 
serve the retailers in good stead.” Mr. 
Reagan also urged the wholesalers to 
become better acquainted with the new- 
est merchandising methods. While pay- 
ing tribute to the men who built up 
wholesaling 30 years ago, Mr. Reagan 
said that, nevertheless, “the pace is ac- 
celerated today, and wholesalers are 
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challenged to gear their methods to the 
times.” 

The wholesaler’s responsibility to the 
retailer, he said, involves selling at low 
prices “to enable the average jeweler to 
compete with all and ‘any other outlets.” 
The retailers must, in turn, be encour- 
aged to do more advertising after the 
war. The wholesaler should help re- 
tailers plan time payment arrangements, 
advise them on merchandising and pro- 
motion, and see that they don’t buy too 
much. Mr. Reagan deplored the current 
tendency among retailers to invest their 
money in real estate. “A healthy retail 
business depends on profits being kept 
liquid,” he said. ‘ 

On the other, the wholesaler’s respon- 
sibility to the manufacturer is many fa- 
ceted. He should, Mr. Reagan declared: 

1. Give the manufacturers a complete, 


efficient’ distribution service. 


2. Sell goods to good, dependable re- 
tail outlets, concentrating on competent 
and competitive stores. 

8. Keep competition on a constructive 
level. 

4. Maintain standards by seeing that 
quality stampings are used always in 
conjunction with trade marks. 

Many jewelry industry problems could 
be solved, Mr. Reagan declared, by the 
formation of what he described as a 
“National Jewelry Trade Council.” De- 
scribing the council as a representative 


/ 








Silas B. Reagan “| 
“.. . @ national jewelry trade counge 


organization of every branch of % 
trade, Mr. Reagan claimed that it : 
be a clearing house of ideas froma 
branches of the trade. 4 
Claiming that the Jewelers’ Vigih 
Committee is doing exactly the ty 
work Mr. Reagan described, G, Hy 
myer, the next speaker on the prog 
declared that only the inertia of) 
of its members prevents it from d 
more complete job. “An organi 
is no better than its most inte 
workers,” he said, adding that 
a limit to the distance any one 
will go in making sacrifices for the 
mon good.” ‘g 


METALS SITUATION 


Mr. Niemeyer surveyed the metal: 
ply situation briefly, pointing out } 
supplies are likely to remain & 
for a considerable time. Gold, he 
is plentiful today and should con 
so, with the exception of white | 
The scarcity of the latter is due ® 
fact that the nickel used for m 
white gold alloys is still unobtal 


* and reports have it that there wm 


none until the end of the wat Wee 
Japan, Mr. Niemeyer declared. Wa™ 
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The Longines-Wittnauer advertising program 
includes consistent, year-round column and 
full page space in most of the leading national 


weekly and monthly magazines. 
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Highlights of The Resolutions Adopted By the Executive 
Board of the National Wholesale Jewelers’ Association 


The NWJA went on record as opposing the proposal to permit a further 50 
per cent reduction in tariff as proposed in H.R. 2652, extending the present reciprocal 


trade agreements. 


They endorsed the work of-the Jewelers Vigilance Committee and urged its 


support. 


Appreciation was expressed for “the fine work of Secretary George A. Fernley and 


his staff.” 


Manufacturers were commended for their patriotism in sacrificing their regular 
business to do war work; and appreciation was expressed for their fairness in the 


distribution of available goods. 


Sorrow was expressed at the loss of four members by death during the past year 
and the secretary was instructed to convey the Association’s sympathy to the families. 
The deceased members are: Max B. Barkan, president, M. B. Barkan Co., Milwaukee; 
Solomon Sickles, chairman of the Board, M. Sickles & Son, Philadelphia; G. J. Swart- 
child, president; Swartchild & Co., Chicago; and George Hurlburt, president, H. O. 


Harlburt & Sons; Philadelphia. 


RT RRNA RE ORE TN GA A RL Nar SSSA 


ing that @ premature effort by the jew- 
elry industry to obtain materials needed 
for war uses would endanger the indus- 
try’s otherwise fine record, Mr. Nie- 
meyer urged his audience not to make 
any appeals for the use of platinum at 
this time. “It would be undiplomatic 
to say the least,” he said, “for the jew- 
elry industry, which has never urged re- 
lease of vital materials to do so at this 


BUSY ON WAR WORK 


No sudden flood of silverware and sil- 
ver jewelry will result from the rescind- 
ing of Order M-199, Mr. Niemeyer said, 
Although manufacturers are now al- 
lowed to buy as much silver as they can 
get, various other obstacles stand in the 
bi of any great increase in produc- 


ion. 

Most if not all of the major producers 
of silverware are still busy turning out 
war materials and do not have labor and 
equipment available for much increased 
manufacture of civilian goods. This 
condition is not likely to change until 
such time as war production is consider- 
ably reduced, he declared. 

Furthermore, the refiners who alloy 
and form the metal into the sheets, strips 
and wire which silverware and jewelry 
manufacturers use, are loaded with or- 
ders that carry priority ratings and 
must be filled before production for ci- 
vilian uses can be increased. Here, too, 


6. H. Niemeyer 


Ms Oe Vi Os © 
already doing the 
job.” 





it is a matter of finding additional labor, 
and no one can accurately predict when 
that will be possible. 

Reviewing the work of the Jewelers’ 
Vigilance Committee for the past year, 
Mr. Niemeyer stated that a committee 
has been formed to fight the present ex- 
cise tax. Another group has presented 
a brief to OPA, outlining the reasons 
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the committee thinks semi-precious, syn- 
thetic and imitation stones should be 
exempted from price ceilings, as is al- 
ready the case with the precious gems. 
“I see no palpable difference between 
the situation in regard to these stones 
and the diamond situation,” Mr. Nie- 
meyer said. Since diamonds have no 
ceiling prices, the committee sees no rea- 
son for topaz, aquamarine, spinel and 
other stones to have arbitrary ceilings. 
Mr. Niemeyer took exception to re- 
marks made by Thomas -Fernley, who 
read the secretary’s report for George 
Fernley, who because of a recent opera- 
tion was unable to do so. Mr. Fernley 
had urged the membership to fight any 
continuation of OPA or WPB restric- 
tions after V-J day. Mr. Niemeyer said 
that to be realistic one would have to 
accept the possibility of post-war con- 
trols. “Timing of the lifting of controls 
is the important thing,” he said. Infla- 
tion or deflation could easily result 
should all limitations be swept away at 
once, Mr. Niemeyer claimed. Speaking 
“as one who has always opposed govern- 
ment interference,” Mr. Niemeyer said 
that in this case economic chaos would 
result if all restrictions disappeared. 


“BRIDGER OF GAPS" 


The last speaker on the morning pro- 
gram was Dr. R. S. Alexander, associ- 
ate professor of marketing at the Co- 
lumbia University School of Business, 
who is employed by the Wholesalers As- 
sociation in carrying out a campaign to 
emphasize the wholesaler’s importance 
in the economic set-up. Dr. Alexander 
sketched briefly the function of the 
wholesaler now and after the war, de- 
scribing him as “a bridger of gaps—both 
geographical and economical.” Manu- 
facturers are usually concentrated in 
one area, he pointed out, while retailers 
are scattered in every corner of the 
country; manufacturers are specialists 
in particular lines of merchandise, while 
the retailers need variety; the manufac- 
turer wants to produce and sell as much 
as possible, while the retailer should ex- 
ercise caution in his buying. It is the 
wholesaler’s job to bridge the gap be- 
tween these sometimes divergent in- 
terests. 

Dr. Alexander warned that both 
wholesalers and retailers will have to 
change the habits of thinking they have 
acquired during the present abnormal 
conditions. “You must change from ‘in- 
ventory mindedness’ to ‘turn-over mind- 


‘be applied to distributors as well # 





. edness,” he said, “and your big gus | 





tion must once again be ‘How 
stock can I get along with?’ ingt 
‘How much stock can I get my’ 
on?” Pointing out that no 
can expect to be in a position ty 
real service to retailers if he has ay 
house full of “victory model junk, 
Alexander urged a thorough houses 
ing as soon as possible. “Learn | 
tivity,” he said, “and teach it to yor 
tailers; learn to forget about st 
up and re-learn merchandising.” ~ 

The wholesaler’s obligation | 
turned soldiers just setting up in 
ness was emphasized by Dr. Alexa 
“Your help is invaluable to the fi 
rienced GI and it is your patriotie 
to help him become a success in” 
ness.” Dr. Alexander closed 
note of cooperation that manifests 
self throughout the meeting. “Am 
that affects the average a 
the wholesaler and manufacturer j 
long—and maybe the short— 
declared. 


AFTERNOON SESSION 


The afternoon session op . 
talk on OPA’s plans for the fi 
Noel Span of the New York & 
office of OPA. Mr. Span, speakin 
Virgil Zimmerman, in charge of ¥ 
and clocks, Consumers’ Durable 
Price Branch of OPA in Washin 
told the wholesalers that OPA p 
would be largely dependent on a 
from industry from now on. War 
that unjustified relaxation of cont 
would knock the bottom out of ouré 
omy, the spokesman pointed out that 
real inflation came after, not during 
last war. One hundred thirty-six” 
sand wholesalers and retailers, he & 
went bankrupt between 1918 and | 
Substantiating Mr. Niemeyer’s sta 
ment about “timing” of control rela 
tion, Mr. Span said that regulath 
would be rescinded in each line as % 
as the danger disappears. _ 

The danger of inflation is not ant 
aginary one, according to Mr. Span, Whe 
showed that “it now takes $5 to buyi 
worth of goods.” Most of this rise, te 
said, came before the institution of 
GMPR. Only clothing, he pointed out 
is continuing to rise in price. “Infle 
tionary pressures,” he declared, “are 
greater today than ever and should be 
guarded against unceasingly. This is 
why, he explained, ne changes in regi 
lations will be made on goods now 
the market. 


BLANKET EXEMPTIONS? © 


Mention was made of the recent re 
quest by manufacturers of jewelry for 
exemption from OPA ceilings. “There 
is little likelihood,” the spokesman said, 
“that any blanket exemption of an entire 
industry like jewelry can he made at the 
present time, although certain types of 
items may be exempted from time to 
time. 5 
The new OPA program, as outlined in 
the report, will be influenced by three 
important ideas: 

1. More dollar-and-cent ceilings will 
be applied as goods hecome available. 

2. Because compliance rests on under- 
standing, more emphasis will be p 
on education as well as enforcement, 

8. The cost absorption principle will 

















































producers. 
An off-the-record discussion period 
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She Swentycase ty RONSON 


WORLD'S GREATEST LIGHTER 
Well-remembered is this handsome, richly-enameled RONSON. Not too long 
ago, dealers were selling this popular combination to eager smokers by 
the thousands. And, in millions of pocket lighters, its famous RONSON 
“press, it’s lit—release, it’s out” action has been serving fighting men 
on every front .. . never-to-be-forgotten for consistent dependability. 

As quickly as conditions permit, the TWENTYCASE 

will be back . . . with the old favorites and many new Ronson 
Pocket and Table Lighters . . . irresistible in designs and 
finishes . . . spurring your sales to many times your 
pre-war RONSON volume. 


MAKE YOUR DOLLARS FIGHT—BUY WAR BONDS! 


RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 


POR JULY, 1945 


Prized for Master Craftsmanship. 
Press—it’s lit... Release— it’s out. 
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followed the reading of Mr. Zimmer- 
man’s statement and then the conference 
was given a glimpse into the future by a 
up of manufacturers. Representa- 
tives of four large companies in as many 
fields gave the wholesalers their views 
on conditions in the distant and not-so- 
distant future. Miles Robertson of 
Oneida, Ltd., discussed silverware; 
Alexander E. Arnstein of Arnstein 
Bros. & Co. outlined the diamond situ- 
ation; Edgar M. Docherty of the Provi- 
dence firm of Budlong, Docherty & 
Armstrong talked about jewelry, and 
the last speaker, Rudolf Kant of Ham- 
ilton Watch Co., discussed watches. 

Mr. Robertson gave a. survey..of the 
supply problems faced by the silverware 
manufacturers and, speaking for Oneida, 
declared that although conditions are 
being eased, no goods will probably be 
delivered until the fourth quarter of 
1945. Oneida could start shipping 
sooner, he said, but not in the great 
quantities that are needed. Therefore, he 
said, sales will be held up until there is 
sufficient for extensive distribution. 
“Small lots results in bootlegging,” he 
declared, “and that is what we do not 
want.” Wholesalers and retailers, he 
pointed out, don’t want goods in spurts; 
they want a continuing supply—and 
that is what they should get. 


Miles Robertson 
“small lote ‘mean 
bootlegging.” 


Mr. Robertson discussed several im- 
portant revocations or amendments on 
metal supply, manpower, etc., which 
have influenced production of silverware 
since Jan. 1. It is these changes in re- 


strictions which will make possible the’ 


silverware on jewelers’ shelves next 
year: 

1, M-9-c—the. restriction on copper 
alloys—has been revoked. This makes 
copper available for delivery after 
July 1. 

2. M-199, the silver order has been 
amended, making silver available. 

8. Directive No. 2 to the steel order 
says that no manufacturer shall receive 
any stainless steel, thus making the ap- 
parently helpful order on steel a hard- 
ship on cutlery manufacturers. 

Mr. Robertson concluded his talk by 
saying that thus far wholesalers have 
proved: to be the best channel through 
which his firm can market goods. How- 
ever, he warned, there is no need for 
complacency since “any time wholesal- 
ers can’t do it better and cheaper, manu- 
facturers will look for other means of 
distribution.” 


DIAMONDS GOING UP 


Diamond prices will continue high, ac- 
cording to Alexander Arnstein. Basing 
his assertion on the fact that diamond 
prices rise and fall according to the 
scarcity or plentitude of money, Mr. 
Arnstein said that there is now seven 
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times as much money in circulation as 
there was in 1929, the last diamond high. 
Furthermore, Mr. 
“high wages are bound to remain after 
the war and with high wages go high 
prices.” 

Commenting on the notion that Ant- 


Alexander E. 
Arnstein 
“high wages are 
‘bound -to remain.” 


werp will soon rise again as a diamond 
center to compete with American cut- 
ters, Mr. Arnstein pointed out that 
prices of Antwerp goods are as high as 
or higher than those of American cut- 


ters. A representative of Arnstein Bros. 


& Co., recently returned from Antwerp, 
reported that the cost of living was 
about five times the norm, a fact which 
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Diamond Prices Will Stay High 


- Says Alexander E. Arnstein 


Here's Why .... 


1. PROSPERITY . . . World-wide pros- 
perity coupled with the uncertainty of 


“many currencies make diamonds: valued 


us investment as well as jewelry. Also, 
diamonds are now being bought by peo- 
ple in India in larger quantities than in 
the past. 

2.. REGULATION “W” ... Regulation 
“W” will go as soon as wartime regula- 
tions are relaxed, making it possible to 
sell more diamonds “on time”, thus in- 
creasing this type of busjness and prob- 
ably taking up any slack in purchasing 
power that may exist by reason of the 
end of the war. 

3. PLATINUM... As soon as WPB 
restrictions on platinum are lifted, mer- 
chants who have been very conservative 
about mounting big stocks of diamonds 
in palladium will start buying diamonds 
to build up their stocks of platinum- 
made goods. And there are some con- 
sumers who are waiting until they can 
get jewelry mounted in platinum. 

4. SHORTAGE OF ROUGH ... In an- 
ticipation of their next sight, the Dia- 
mond Corporation in London already 
has orders for over 9 million pounds 
worth of rough, but they intend to 
deliver only a little over 2 million. Fur- 
thermore, good quality rough is grow- 
ing constantly scarcer. 

5. CUTTERS... There are now only 
4 to 5,000 cutters and polishers in Ant- 
werp and Amsterdam as against almost 
30,000 before the war. The world total 
is only about 15,000. Obviously fewer 
diamonds are being polished now and 
the supply is likely to continue short 
for a long time. 

6. STYLE... The use of diamond 
rings by men will become a very impor- 
tant factor. Many firms are making up 
and setting substantial quantities of 
men’s diamond rings. , 


Arnstein declared, . 





necessitates a much higher om 
wage scale for Belgian work Pt 
illustration of present price le t 
said that a room which before the wa 
cost $2.50 a day now costs $15 a day ual 
food is all out of proportion, Aru! 
factor which will tend to keep 
prices high is the decreased number , 
polishers in the city—some four OF five 
thousand today, compared with 25,009 
to 30,000 before the war. ’ 
Diamonds will remain popular 
the war, Mr. Arnstein predicted, not 
only as the prime jewel for engagement 
rings, but also in men’s jewelry, 
The diamond market will not be jy 
fluenced one way or another, he } 
by the present suit pending against ty 
Diamond Corporation principally he | 
cause he thinks that the U. §, Sr 





ment has no jurisdiction over a 
firm. ei 
Edgar M. Docherty, the third er 
told his audience to “sit back and 
while he gave some facts about ty 
jewelry business that “you pad 
know.” Mr. Docherty cautioned ie 
wholesalers on several counts, fig 
urging them not to be “jobbers” but rg 
wholesale distributors, rendering a yap 
able service to the industry; secon 
asking them not to be “foolish enough 


Edgar M. Docherty 
“jewelry vs. wash- 
ing machines.” 


ey 


trade jewelry for washing machin! 
thereby cheapening the entire 
“Your real competitor is not the net 
wholesaler,” Mr. Docherty asserted, 
the washing machines and refrige 
that are edging into the field.” 

“There will be enough jewelry, but ft 
will not be plentiful,” as the result of 
increased production before the end of 
the year, Mr. Docherty predicted. 


WATCH. PRODUCTION READY 


Rudolf Kant brought the cheerful” 
news that his firm—the Hamilton Wate 
Co.—can start production and delivery | 
of watches at a moment’s notice. “If 
Japan quits tomorrow, within 90 days, 


Rudolf Kant 
. . still can't my 
when.” 


“ we would be able to start delive 


watches,” was the way he je it, B® 
‘(Please turn to page 242) 
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he engagement diamond grows dearer to 
the heart as the years go by because it is 
i) the unchanging symbol of love and mar- 
riage. This special significance of the 
diamond is emphasized in the greatly 
expanded national advertising campaign 
that’s working in your interests, and has a 
- circulation of 138,906,257 in the country’s 
leading magazines. De Beers Consolidated 
Mines, Ltd., and Associated Companies. 
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Did All Diamonds 
Originate in 
One Loeality? 


Paul L. Herz, in paper published in 
The Gemmologist of London, advances 
theory that South American and 
Indian deposits may have been part 
of, South Africa field. 





N interesting theory that the diamond deposits of 

South Africa, South America and India were all 
originally parts of one single field and the result of one 
single geologic formation is advanced by Paul L. Herz, 
of New York in a paper published in the Feb.-March 
issue of T'he Gemmologist, London, England. 

Mr. Herz bases his speculation on the geological 
theory of the drift of continents which was developed 
some years ago- by the noted German geologist, Alfred 
Wegener. According to this theory, South America, 
Africa, and the southern part of Asia were in the begin- 
ning all joined together in one solid land mass, with the 
bulge of what is now South America tucked into the west 
coast of Africa, and the peninsula of India touching 
Africa’s east coast near the location of present day 
Madagascar. (If you will look at a present day map 
you will see that the eastern outline of South America 
can be fitted into the African west coast like pieces of a 
jig saw puzzle—a fact which is one of the things that 
started geologists to thinking along these lines.) 

Then, at some time in the remote past the continents 
are believed to have split off from each other in the 
geological process of the formation of the earth’s sur- 
face, and in the course of the ages to have gradually 
drifted apart to their present positions. Figures 1, 2, 
and 8 show three stages in the process according to 
Wegener. To these basic sketches Mr. Herz has added 
the shaded areas showing the locations of the diamond 
fields and how these may have separated from what once 
was a single spot on a single continent. 

“All the diamonds of South America,” he pointed out, 
“are situated in Venezuela, the Guianas, and in the north 
eastern bulge which fits into the African shoreline facing 
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Fig. 2. Eocene period. 
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Fig. 3. Older Quarternary period. 
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Wegener's maps to illustrate his theory of the “drift of continents,” 

The dark areas have been added by Mr. Herz to show the dia- 

mondiferous areas which contain over 99% of the earth's diame 
Reproduced from The Gemmologist, London, England, 







it. It is also along that African shoreline that the rich 
diamond fields of Sierra Leone, Gold Coast, West Africa, ~ 
French Equatorial Africa, Portuguese Angola, South 
West Africa, and Namaqualand are found. Directly in- 
land and at the same latitude as Bahia (Brazil) and east 
of Angola, lie the plethoric fields of the Belgian Congo, 
and still further east, diamonds are also found in the 
Tanganyika Territory. 

“Furthermore, if we also bring back in accordance 
with the Wegener theory, the island of Madagascar, 
India, Ceylon, Borneo, British New Guinea and Aus- 
tralia to the African shore we find that all diamonds, 
with a few negligible exceptions such as those of the 
U.S.A., are bunched within this very small area of the 
globe.” 

Therefore, if the Wegener theory is accepted, the cor 
rectness of Mr. Herz’ thesis depends upon whether the 
creation of diamonds in the earth’s crust occurred before 
or after the separation of the continents began. 


Commenting on this point, Mr. Herz writes, “The ma- 
(Please turn to page 194) 
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Svery diamond set in our jewelry is cut in our own 


modern Cutting Siasbiioy 


Specialists in the cutting of Square and Emerald Cut Diamonds 


Established in New York City since 1914 


H.& J. BLITS 


Diamond Cutters 
64 WEST 48th STREET NEW YORK 19, N. Y. 








ACK in September, 1941, when the chances that 
the United States would be drawn into the war 
were becoming more and more likely, the Government 
discontinued the practice of making public the statistics 
of imports and exports for the reason that this informa- 
tion might disclose facts of military importance. Conse- 
quently for more than three years no authoritative fig- 
ures on the importations of diamonds and other gems 
have been available. All that the trade has had on 
which to base its calculations are some more or less well- 
informed “guesstimates.” 
Now the statistics have been released for the complete 
years of 1941, 1942, and 1943. Because the Govern- 


Gem import Statistics Released 


Data which has heen secret since Sept. 1941 shows 
big increases in nearly all classifications but pearls. 
Tetal for 1943 more than double that of °41 or °42 











ment’s own publication of the data will probably be F 
seen by only a relatively few people and because of the 
importance and the permanent statistical value of these 
figures JC-K presents them herewith in full for the 
information of the jewelry industry. 

The over-all total of gem imports, it will be noted, fell 
off slightly more than 15 per cent from 1941 to 1942 but 
then zoomed in 1934 to more than double the 1941 level, 
The increase was due largely to the tremendous jump in — 
the importation of diamonds—principally rough, which 
reflected the tremendous growth in the diamond cutting 
industry in the United States in the past couple of years, 

(Please turn to page 196) 
























































Precious and semiprecious stones (exclusive of industrial diamonds) imported for 
consumption in the United States, 1941, 1942-43 
1941 1942 1943 
\ Commodity ; Carats Value Carats Value Carats Value 
Diamonds: 
Rough or uncut (suitable for cutting into gem 
CS RS ere ee rr ee 215,026 |$10,301,371 | 278,437 |$11,546,712 | 715,674 |$37,443,240 
Cut but unset, suitable for jewelry, dutiable....| 229,582 | 18,346,415 | 126,004 | 14,640,236 | 193,701 | 31,453,840 
Emeralds: ‘ 
SE ME TO, ns woes crdcw'ctasebercte 10,295 25,739 6, 506 676 8 248 
Cut but not set, dutiable.................... 22,160 313,185 | 21,209 205 ,717 3,194 32,508 
Pearls and parts, not strung or set, dutiable: 
ALS sca RERUWS oo tES Veeder cocks eves clones cavees fg Speier: aero 167 , 284 
ETO OPO TEE Ee, Fo RT Te 8 SE Se Aor) Gen eee 107 
Other precious and semiprecious stones: ; 
Ro I Snag g oarch cai Si cks ote: a's. 6:5 ufo, bf lealo’ oes oo Ue |e rere 2 eee 47 ,726 
} Cut but not sect, dutiable. .. 20.6.0 ccefe cece 2,968,129 |......... 1,583,600 |......... 2,589 , 904 
Imitation, except opaque, dutiable: 
{ 
| NE bo itn. ya's nw'g o'o mies vad « ohercen ve kone Oh rr ot eee cee 2,621 
Cut or faceted: c 
NS Sly dhe’ sR hs CNS wine y Li ap eRCEE Soo BUEe SIE bao une oe fT ee 167 , 166 
es hit ons chy ie aie ee ae AR ah Dg ios 534,070 |.......%. OG EE Bonk ns a0s0 100,841 
Imitation, opaque, including imitation pearls, 
Gitieble.......... sgaetanctsa Ponte. eure a eee od. 6 ee es | 8,149 
Marcasites, dutiable: 
Serer. a RE ee ee eee ) yy A 96 , 154 
Realiadion... ..........: Maes hpieds iaene in ie Vi aed (ft eer a 
Sing Fees 33,777,215 |.........} 28,520,070 |.........| 72,109,788 
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For July—RUBIES 


LEO—THE LION 
The sign of the Zodiac 
for July 

















The magic of glowing red is found in the 
depths of the precious Ruby. This most valued 


of all stones, the birthstone for July, is the symbol of 


love, and fortunate are those who can share its beauty. 


For all precious and semi-precious stones, be sure to 
come to Stone Headquarters. We can show you real Rubies 
from the Orient and synthetic Rubies now being 

produced here in our own factories. 


S. NATHAN & CO., INC. sex 
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For the Cause of Installment Selling 





@LAUICH’S ‘Fen BiAmMOnNeS + 


7, © See 
ts today acknowledged to be sound 
by ell financial and economic 
experts. The prejudice which may have existed 
agpinst this plan hes disappeared and the only 
criticism now is that which is directed against 
the individual dealers who do not conduct their 
The introduction of installment payments into 
jewelry selling opened up « vost new field. It op- 
pealed to people who had « desire for lovely things 
but without the ecoumulated means to possess 
them, and to those who hed savings eccouuts but 
did not wish to disturb them 


Slavick’s adopted this plan at the time of its 


ecquired, for self or for gifts, articles of beauty 
and worth without financial strain or sacrifice. 


WATCHES « 


Budget Buying 


OV A. &. SLAvICR 


SLAVICK JEWELRY COMPANY 


@27 West Seventh + Lee Angetes * TRieity $726 * Opee eturday Evenings 2 


SEWECRY + SHLCER + CHINA + CuesTAat 


With a large purchasing power and excellent cre- 
ative 


Only Grms well known for the superior quality 
and distinctiveness of their products are 

@s sources of supply end Slavick’s ts proud to 
have the privilege of associating its name with 
the outstanding manufacturers of Sterling 
plated silverware...American and imported 
glassware. novelties and the merchandise tn all 
of its other departments. 

While a large part of its business ts done on the 
budget payment plan... yet many buyers ere at- 
tracted here who pay cash or use a thirty-day 
charge account. Each ts equally welcome ... but 
1 wish to emphasize the fact thet those who use 
Slevick's credit service pay no interest nor eny 
additional cost ...the price te always the same. 











This ad was used a Slavick's in dete Los aii newspapers. 


Slavieck Jewelery Co., Les Angeles, Calif., sets forth credo 
of installment selling, in institutional advertising. one 
that should be aim of all jewelers who seli on budget plan 


HE business of installment selling has come a long 

way towards overcoming the earlier prejudices 
which existed both among the trade and in the minds of 
many of the public. Time was when it was looked upon 
by the “better element” in the trade as being detrimental 
to a business which held itself more or less to the “ex- 
clusive” idea. Credit stores were often classed as “cheap 
john” establishments, handling mostly inferior goods at 
inflated prices, and customers who had the money, for 
the most part avoided them. 

Gradually, through the conscientious efforts of the 
better credit jewelers, this earlier stigma has been mostly 
forgotten and credit selling today is recognized as being 
4 sound and ethical business; its only criticism being 
against those individual installment jewelers who are 


mot sufficiently far-sighted to hold to the accepted pre- - 
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cepts of conducting a legitimate and high-grade ef 
business. 
One firm that has done much to further the 
the credit jeweler is the Slavick Jewelry Company, 
West Seventh Street, Los Angeles, Calif. 
adopted the credit selling plan over a quarter of a@ 
tury ago at the time of its opening and since then) 
adhered strictly to the highest ideals of legitimate 
stallment selling. ; 
An outstanding example of Slavick’s efforts along! 
line is this recent advertisement, reproduced here, 
titled “Budget Buying.” ; 
The copy reads as follows: 4 
“Installment or budget buying is today acknowl 
to be sound by all financial and economic experts. * 
(Please turn to page 207) 
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How To Sell More Diamonds 


We think it’s safe to assume that you're 
in business for profit! 
And it’s obvious that the more dia- 
monds you sell, the greater your 
ie. profit. 
4 But—what’s the best way to sell more 
| diamonds? Here’s one good answer! 


Feature the diamonds with the great- 
est number of selling points... 
MULTI-FACET DIAMONDS! 

e Multi-Facet is the only diamond — 
with a patented, faceted girdle! 

e Multi-Facet’s 40 extra facets 
around the girdle add brilliance, 
make the diamond look larger. 

e Multi-Facet diamonds are of uni- 
formly superior color. 

oe Multi-Facet diamonds are pro- 
tected against chipping. 

e Multi-Facet diamonds are mounted 
in exquisite, modern settings, with 
wedding bands to match. 

e Multi-Facet diamond rings retail 
from $75 to $7500, Federal Tax im- 
cluded ... at a good profit to you. 

In addition, Multi-Facet offers you 

and selling support. 

We invite your inquiries. 


erm 
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ROSELAAR MULTI-FACET CO. 
Four Generations of Diamond Cutters 
551 FIFTH AVE., NEW YORK 17,87. © 
Pat. and Reg, in-U. $. and Foreign Conntricns 
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The large-boned face is a perfect bae 

for exotic earrings. Irregular shapes 
sizes complement large features. Here, Ros 
lind Russell models a pair of gold and pe 
earrings that are fashioned in shape of 


—————————=— ns ———E 


| 
' 
' 


by HARRY R. TERHUNE 


Of the same general facial strut 
Miss Russell, Faye Emerson, & 
shown wearing an unusual pair 
hoop earrings, fastened well up ot 


A perfect example of the square-type face, 
Jane Wyman chooses earrings that tend to 
soften her jawline. ‘Round clusters of jewels 
and button earrings are her correct choice. 


OES your customer choose earrings simply because 
they’re pretty and happen to catch her eye at the 
moment, or do you help them make a careful selection of 
a style and stone color to-best complement the shape of 
their face and complexion? 
If you allow the first, you're passing up a wonderful 
opportunity for rendering an. individualized serviec to 
your customers, one that will be really appreciated by 


them. 


Earrings are accents to beauty and as such, more con- 
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| 
The effortless pertection of the ballerina’s 
| 


art has this in common with Circle of 

Light Diamonds: Both were achieved only atier . 
long arduous years of work ond ‘study. Next rime you 
applaud the ballerina)... next time you exclaim at the radiant 


‘polished girdle of Cigcle of Light Dianionds. remember: 


Perfect Beauty ly Not Born . . Mine , 





BUY WAR BONDS 








4 








Our appreciation to Warner Bros. Pictures for 
their cooperation in having photographs of 
their stars taken for Jewelers’ Circular-Key- 
stone in connection with this earring article. 


sideration than is ordinarily given must be paid in sele¢t- 
ing the correct style, shape and color of stone to best 
complement the individual’s particular needs. That’s the 
belief of no less an authority than the well known Perc 
Westmore, Director of Make-Up at Warner Bros. Pic- 
tures Studios, Hollywood, Calif. ° 

“The woman with a round, fat face,” Mr. Westmore 
states, ‘should never choose large, round, cluster-ear- 
rings. Neither should she choose a single, half-dollar- 
size imitation pearl (a common error) or wear large hoop 
earrings. All three styles accentuate the fat and round. 

“Rather, let her choose flat earclips, slanting upwards 
with the contour of the earlobe. If jewelled, the jewels 
should be tiny and set close to the metal. Elongated 
leaves, arrows, or anything that has the appearance of 
slim length, do the most for her face. 

“A woman with a long thin face should avoid long, 
dangling earrings and the tiny button style, for in her 
case these styles accentuate the length of her face. 
Medium-size clusters, not too heavy in appearance ; round 
earclips with semi-prominent stones, and large, round 
hoops, minimize the thin length of her face and give an 
illusion of more fullness.” 

So we come to the small, delicately-boned face and 
the bigger, larger-boned face. 

Continues Mr. Westmore: “The woman with small, 
delicate features should avoid large flower earrings or 

(Please turn to page 214) 
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Ann Sheridan, who has a square-type face, pre- 
fers large hoop earrings. She is shown wearing 
here a favorite pair of open top gold hoops. 


Joan Crawford's jewels are a 
to complement her exotic fec 
she is wearing a pair of earrin 
her magnificent necklace. The ea 
small gold scrolls set with , 


Barbara Stanwyck wears here a pair’ 


of diamond earrings, the buckle 
shape being flattering to her face. 
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THE RACE IS ALWAYS TO THE SWIFT 


Speed is an old SCHMIDT tradition — speed in supplying our customers with 
the finest and the best in colored stones. We leave no stone unturned in our 
efforts; no port of call, no airport is too obscure or too distant.to challenge 
our zeal and determination. And when peace returns to the world, you'll find 


SCHMIDT in the forefront of colored-stone merchants — as always! 


OUR OFFICES CLOSED JUNE 29 to JULY 15 


Please do not send any packages likely to reach us 2 " AY @ H M / t)) T c 


during thot time. Our staff is enjoying a well-earned rest. 3( 


9., Ine. 
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SCHMIDT MEANS EVERYTHING IN STONES 








Rough rubies with faceted stone. 


F the gem stones popularly known as “precious,” 

the rarest by far is the July birthstone, the ruby. 
Yet, paradoxically practically every one can afford to 
buy the July stone, since we now have a synthetic re- 
production, which, in chemical composition, and by all 
ordinary standards is the same thing. Nevertheless, the 
genuine stone has maintained its value and a fine quality 
natural ruby of even moderate size is about the most ex- 
pensive of all gemstones. 

What we call ruby is merely one of the color phases 
of a normally drab, colorless mineral known as corundum. 
Chemically pure corundum contains nothing but alumi- 
num and oxygen, and is colorless. However, as with all 
minerals, a completely pure specimen is practically un- 
known in nature. Almost invariably, one or more of 
various impurities enter into its composition and tinge 
the stone with one color or another. Usually, of course, 
the impurity is a common element, and also, usually, the 
material is so full of flaws and inclusions that it is opaque 
and worthless for use as a gem. As with all the gem 
minerals, it is only the exceptional occurrence which pro- 
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Some crystals produce beautiful star stones. 


by FREDERICK H. POUGH, Ph.D., 


Curator Geology and Mineralogy 
American Museum of Natural History 
Gem Consultant for JC-K 


duces clear stones, and, by way of making fine ge 


. still more rare, it is even more exceptional for the st 


to be attractively colored by its impurities. ) 
First by analysis and then by synthesis, a very 

idea has been gained of the impurities which give” 
color to the members of the corundum group. They 
present in only very small amounts; just a trace # 
that is needed to tinge the whole stone red or blue 
yellow. The manner in which the color is cau 
something for the physicists to argue about, the jew 
will probably be satisfied to know that the ruby is colt 
by a small percentage of chromium oxide; the § 


purity, incidentally, that gives the emerald its gre 


Why it should make one compound green and an0t 
(Please turn to page 214) 
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BRACELETS 
BROOCHES 
EARRINGS 
PENDANTS 
LOCKETS 

| RINGS 

thentic design . . . superior - LINK BUTTONS 


Dependable quality . . . au- 


workmanship. You get all these in Somers-ERNST 





gold jewelry—one of the most diversified lines of 


its kind in the country. 


Somers -Eunst Co., Ine. 


MANUFACTURERS 


Ome. =i a ae Gee 


DIAMOND IMPORTERS 
42 WEST 48th STREET NEW YORK 19, N. Y. 
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Jewelers’ Dictionary 
Ready for Delivery 





The first complete lexicon ever published of 
terms used in all branches of the jewelry 
trade, is now available in book form. 


ORE than four years ago—in December, 1940— 

Tue Jeweters’ Circurar-KeystTone undertook 
to do something that had never before been attempted, 
but that had long been needed. That something was the 
compiling and publishing of a dictionary of the thou- 
sands of specialized words and terms used in the jewelry 
trade in all its branches—diamonds and gems; watches; 
clocks; silverware; gold, platinum and plated jewelry; 
and watch, clock, and jewelry repair work.. «; 

The first appearance of this compendium, which, as 
JC-K readers will remember, was first published in 
monthly instalments in this magazine, met with an im- 
mediate and enthusiastic welcome. 
inquiries and orders for the complete work in book form 
poured in—jeweler after jeweler said, in substance: 
“Just what we've been needing.” 

Now, at long last, the job is finished. The final instal- 
ment has been printed; the text has been gone over with 
a fine ‘tooth comb for necessary additions, corrections 
and revisions; these have been made, and the material 
has been whipped into final shape and delivered to the 
printer and finished books are now coming from the 
press. 

The volume comprises 280 pages of standard book 
size (6 x 9 in.) and is handsomely bound in a rich dark 
blue cloth stamped in gold. It is profusely illustrated 
with sketches showing pictorially several hundred of 
the terms defined, including watch and clock parts and 
tools, the various styles of gem cuts, jewelry findings 
and mountings, silverware pieces, and many others—a 
feature which adds greatly to the understandability and 
value of the definitions, and is available nowhere else. 

Much of the material is entirely original in the sense 
that it appears in no other book or dictionary—not even 
in such inclusive works as the International or Webster’s 
dictionaries. It is, in short, an entirely new and differ- 
ent contribution to jewelry literature, unduplicated else- 
where. 

To compile such a work with so much previously un- 
published material, of course, required the services of a 
group of unusual men, each an outstanding expert in one 
particular branch of the jewelry industry. A gem spe- 
cialist would be useless for watch and clock terms, and 
a silverware specialist would probably be lost in a dis- 
cussion of jewelry working. No one man, nor even a 
group of men whose interest was all along the same line 
could produce a complete rounded out work embracing 
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Month after month’ 


| 
Hy 
ie 
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all the many kinds of terms that the jeweler encoun il 
in his business. a A 
Those men were found, and The Jewelers’ Dictiop ry j 
is the result of their combined efforts—a volume that 
is absolutely unique and unparalleled by any partiale} 
“glossary” dealing with only one segment of the jewe ry . 
field. 4 
Each of the authors who combined their knowled - 
and labors to make this book possible is outstanding in 
his field. THe Jewevers’ CircuLar-Keystone is proud 
to have secured them, and equally proud of their product, 
Contributor of the gemological terms is Dr. Frederi¢ ; 
H. Pough, Curator of Gems and Minerals of the Ame Le 
can Museum of Natural History, and for two years Edu-~ 
cational Director of the New York Guild of the Amerin” 
can Gem Society. Dr. Pough has written many authori 
tative articles on gemological subjects, and for the past | 
several years has been the gem consultant of Tae) 
Jeweters’ CircuLar-KEystTone. : | 
Definitions in the field of watches, clocks, jewel “e 
manufacture and engraving are the work of John J7~ 
Bowman, head of the Bowman Technical School, Chair) 
man of the Educational Committee of the Horological® 
Institute of America, and Technical Consultant of Tae 
Jewerers’ Crrcutar-KeystTone. F 
Terms dealing with precious metals and metallurgy®) 
were provided by C. M. Hoke, consulting chemist of th 
Jewelers’ Technical Advice Co., whose work consi 
of aiding jewelers in melting, refining, alloying an@® 
working precious metals. She is the author of two book 
on precious metals as well as many papers and articles: 
on precious metal technology and is one of the world's 
authorities on those subjects. 
In the field of silverware, the work was done fi . 
Joseph D. Little, who has had a long and varied exper 
ence in that branch of the trade, and is considered } 
expert on antique silver, both sterling and Sheffield | 
well as modern ware in plated and sterling. 4 
It would be impossible, we believe, to find a gre 
of people better qualified to compile a comprehe 
dictionary of jewelry terms than these four autho: 
who have combined to produce in this book a wealth d 
information never before available in print. ; 
Orders are now being accepted and will be filled i 
order of receipt. The volume is priced at $5. Onleis 
should be addressed to Tue Jewerers’ CincucameKey* 
stone, Book Dept., 100 East 42nd St., N. Y. 17, N. T3 
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| ]} t [| ( In 14 Karat Gold 
Mountings of 
Cultuwed Pearls Distinction 








IMPERIAL PEARL SYNDICATE 


5 N. WABASH AVENUE 607 FIFTH AVENUE 607 HILL STREET 
CHICAGO 2, ILL. NEW YORK 17, N. Y. LOS ANGELES 14, CALIF. 
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The Wholesaler —Is He An Economic Waste ? 


(From page 153) 


service was provided by the retailer through carrying 
stocks considerably larger than would otherwise . be 
necessary, then the retailer has found himself paying for 
it in the form of added operating costs. 

From the manufacturer’s point of view it must be con- 
ceded that where the wholesaler either fails to maintain 
efficient operation, roosts over his past successes, ignores 
shifting trends and conditions that call for new buying 
and selling strategy—in other words, if wholesaler dozes 
off at his post, we must recognize that the manufacturer 
may be ‘justified in taking the job over himself. 

But what about the é¢ficient wholesaler? The fore- 
going does not. apply to him, of course. He has been 
and ‘still is a mighty valuable ally of the manufacturer 
and retailer alike. 

What are some of the services rendered that have 
made the efficient wholesaler so valuable in his dual role 
as Mr. Manufacturer’s “selling agent” and Mr. Retail- 
er’s “buying agent?” 


HOW THE WHOLESALER AIDS THE RETAILER 
First, from Mr. Retailer’s side: 


The efficient wholesaler anticipates the demands and 
needs of the retail outlets he serves. He realizes his 
success is bound up with Mr. Retailer’s success. It is 
his duty to keep Mr. Retailer informed on prices, style 
trends, new merchandise, sales strategy, special oppor- 
tunities. As Mr. Retailer’s liaison man, the wholesaler 
assembles and selects merchandise from tens of hun- 
dreds of manufacturers scattered all over the map. Thus, 
Mr. Retailer finds ready access to his needs greatly sim- 
plified by the wholesaler. 

Because the wholesaler buys in “carload lots,” Mr. 
Retailer enjoys, in effect, cheaper transportation rates. 
The wholesaler’s warehouse is literally a storehouse of 
merchandise at Mr. Retailer’s front door. All the mer- 
chandise the latter needs is available on quick call. Con- 
sequently, because Mr. Retailer enjoys quick, nearby 
delivery service from the wholesaler, he saves money and 
time, conserves store and stock space. 

By investing capital, by purchasing bulk quantity in 
advance, the wholesaler in effect finances the needs of 
Mr. Retailer in two ways: directly, by extending credit 
and indirectly, by helping Mr. Retailer keep his stocks 
fluid by the nature of the “special delivery” services the 
wholesaler renders. 

What is more, the wholesaler stands behind the prod- 
ucts he sells. His selections are carefully judged be? 
cause he knows that he prospers as Mr. Retailer does. 
Thus Mr. Retailer is spared the trouble and expense of 
examining hundreds of unknown and untried brands. 

A mighty valuable contact is the. efficient wholesaler’s 
salesman—valuable because he is equipped to help the 
retailer with merchandising and store management prob- 
lems. His knowledge of the market together with the 
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practices and policies of successful retailing have been 
a source of valuable information to every retailer, 

The wholesaler’s salesman is in a position to advieed 
what goods are likely to sell best, when and how much 
—what seasons certain merchandise is likely to mg 2 
fastest and what quantities to stock. . 


He further helps the retailer plan new store arrange 
ments, window displays that pull, counter displays tha 
have proven effective... He renders advertising assistance 
even helps install accounting and model stock systems, 


HOW THE WHOLESALER AIDS THE MANUFACTURER 


Certainly, the efficient wholesaler is equally valuable 
to the manufacturer! s 

He creates a demand for the manufacturer’s products 
He makes contacts that would be prohibitive from a ¢ 
standpoint for the manufacturer to effect, let alone 
up. a 
He places larger and fewer orders with the manufag 
turer covering not one, but all of his accounts. He plae 
them’ farther ahead than would be possible for retailers 
to do individually. And what a valuable service this i 
—for it allows the manufacturer to buy raw materials 
far in advance and doesn’t tie-up his capital in finanein 
a spread of individual accounts and inventories. i 

In effect, the wholesaler is thus helping stabilize pro 
duction and reduce overhead costs for the manufacture 

And what about the storage function the wholesal 
takes over for the manufacturer ! “ 

It’s the wholesaler who takes the risk of price chan 
style shifts and stock deterioration on his should 
Consequently, the manufacturer finds himself in t 
happy position of being able to concentrate on his “bre 
and butter”—his own main job of production. 

Nor does the wholesaler’s value to the manufs 
end there. » 4 

For, by-passing along to the manufacturer his iil 
mate knowledge of the requirements and trends of # 
market, the wholesaler helps him keep production tum 
to the price, style and quality wants of the market.’ 
progressive manufacturer draws on the wholesaler’s pre 
tical knowledge that comes only from close contact 
outlets and consumers. He enlists the wholesaler’s @ 
in shaping company sales policies and maintaining ¢ 
pany leadership. 

There you have it, somewhat condensed, but in i 
main outlines. 


LOOKING BACK — LOOKING AHEAD 4 
Looking back over the years: wars, depressions, m 
products, new methods of production, unlicensed ¢ 
petition—all have tested the structure of the wholesal 
franchise. 
Certainly it is a source of satisfaction to note that t 
good ones—and they are in the majority—have remail 
(Please turn to page 184) 
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...the prestige of Gemstone 
Rings soars in the jewelry 
skies... Stones of superb 
quality brought direct from 
world-wide sources. Mount- 
ings of distinction artfully 
and exclusively designed... 
Complete stocks on hand 


for immediate delivery. 


DISPLAY STRIKES A HAPPY MEDIUM 
(From page 151) 


Counters and counter cases will be built at table height 
so that customers may be seated for leisurely examina- 
tion of the merchandise. A customer comfortably seated 
is much more susceptible to an artful sales talk than one 
already on her feet and anxious to get some place where 
she can sit down! Related types of merchandise can be 
displayed close to each other so that they can be readily 
called to the attention of the comfortably seated customer 
and combination sales effected. 

Show case fittings will be so designed that complete 
selections of merchandise may be shown without creat- 
ing a stock room effect where the customer must hunt to 
' find what she wants. Contrary to window display tech- 
nique, complete selections should be on display inside the 
_ store. 

People have grown used to the “self-service” idea and 
many ‘customers like to “look around” for themselves, 
rather than have things brought to them. But merchan- 
dise groupings should be readily identifiable and all 
items should be so placed that they can be readily seen 
and examined through the showcase glass. Such “stock” 
displays should be supplemented by “‘Spot’’ displays of 
featured or seasonal items treated like small window dis- 
plays and designed to attract attention to merchandise 
not on the customer’s shopping list. Definite space 
should be planned for such spot displays for their atten- 
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tion value is lost if they are crowded into space — 
tended for them. 

Lighting should be planned carefully, so that e 
type of merchandise is properly and flatteringly j 
nated. Care should be taken that all fixtures are 
cealed or shielded so that there is no direct glare in§ 
customer’s eyes. Counters and cases should be the m 
brilliantly illuminated portions of the store, but gene 
lighting must be sufficiently brilliant to avoid any sh 
contrasting areas of illumination. Such contrast be 
dark and bright areas requires constant readjustment 
the eye muscles with consequent fatigue. The effect 
the customer may be subconscious, but it will neverth 
less shorten her stay in the store and it also i impala 
efficiency of the store personnel. 

U. S. TAKES FEWER BRAZILIAN DIAMONDS IN ‘4 
IMPORTS OF SEMI-PRECIOUS STONES INCREASE” 


Exports of diamonds from Brazil to the United Sta 
decreased somewhat in 1944 as compared to 1943, | 
shipments of all other gemstones were substantia 
larger, according to the latest issue of “The Br 
Bulletin,” official publication of the Brazilian Ge 
ment Trade Bureau. E: 

Aquamarines showed an especially large inereg 
U. S. imports being more than double those of 1948 b 
in weight and in value. Shipments in 1943 amo ated 
158,695. carats, valued at 5,060,000 cruzeiros or 
$258,000 jumped to 364,285 carats with a value of | 
579,000 cruzeiros, or $578,950, in 1944. ~ 
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as when GI Joe comes back! 


SUPERB QUALITY AT THE LOWEST POSSIBLE PRICE 


Chase Rand imports the rough diamonds directly from London and 





















expertly cuts them to precise scientific proportions to assure: 
maximum brillianey. 

for the past three generations, we have been recognized as 
leaders in the diamond industry. Our thorough, accumulated 
expert knowledge of rough diamonds, coupled with our 

vast experience of scientific cutting of the rough into 
scintillating Gems — enables us, Mr. Jeweler, TO 
EFFECT GREAT. SAVINGS WHICH WE PASS 
ON TOYOU, BRINGING YOU ADDITIONAL 
PROFITS. CHASE RAND’S Mountings are 
unequalled in quality and Fashion 

ippeal. Write for latest Market 

letter and detailed Price list. * 


Memovandum selection 


Cheerfully Sent. SS 


CHASE RAND CORP. 
Importers and cutters of diamonds 


Telephone: Bryant 9-O120 


64 WEST 48TH STREET NEW YORK CITY 


Distinctive Modern Jewelry in Emerald, Sapphire 


Ruby, and all Semi-Precious Stones 


These three matched pieces 
from our huge stock of 


individual designs are very 


smart, and moderately 
priced . . . Aquamarines, 
Amethysts, Topaz... 14K 
gold mountings. 


JEAN RITZ-WOLLER COMPANY 


Creators of Distinctive Jewelry 


220 West Fifth Street © Los Angeles 13, California 
Dept. JK-7 


“know” retailing. They must be more than 





The figures for all other precious and semi-p 
stones except diamonds, were 1,718,180 carats a 1943 
for a value of $763,500; and 2,053,720 carats) woe 
$884,700 in 1944, - 

The report divides diamonds into two groups, one 
sisting of carbonados and industrials and the other 
stones of jewelry quality. Figures for the indy 
group fell off from 19,495 carats in 1948 to 1079 
1944, while dollar value declined from $299,350 * 
$187,700. Gem diamonds were considerably steadier, the 
weight being 197,285 carats in 1943 and 192,185 Gamay 
in 1944. Dollar valuations were $9,113,900 in 1948 
$7,938,300 last year. 


IS WHOLESALER AN ECONOMIC WASTE? 
(From page 180) . 


to emerge stronger from their experience. Unfo una 
the weak ones and the malpractitioners make it } 
the good ones. For example, the wholesaler who ¢ : 
himself a corner of the manufacturer’s: “pasture” leape 
not only himself but the entire family of whale 
open to criticism and retaliation. For the manufac 
can hardly be expected to react favorably to the w 
saler who trespasses his ground any more than te 
wholesaler could be expected to view the manufacturers 
invasion of his territory with indifference. : 
Certainly, manufacturer, wholesaler, retailer, 
succession, represents. equally vital links in the ch 
service that bridges production with consumption, — 
More and more, it is being realized that effici 
the key to successful wholesaling. As entrepen 
merchandise and wharehouses, it is the wholesaler’s j9 
to expedite the movement of merchandise efficiently am 
economically. a] 
Important as “efficient operation” is, the successful oF 
erator never forgets that the “second pillar of successtt 
wholesaling” may be said to be “service” that the who 
saler renders the retailer. Efficiency together with se 
vice give the structure of wholesaling the balance i Fe 
support so vital to successful service operation, 
Yet, it takes more than good intentions and suga 
coated greetings to earn the wholesaler a reputation i 
service. a 


MUST KNOW RETAILER'S PROBLEMS 


By training his salesmen to be of real merchandising) 
service to the retailer, the wholesaler will be "7 
long step in the right direction. His salesmen @ 
takers.” They must be able to understand the rete le ; 
problems, make concrete suggestions and offer the 
convincingly and tactfully. ‘ 

In the broad sense, the wholesaler, through his 
men, must be prepared to help the retailer in the sell 
of goods. He establishes his. real value by helping” 
retailer to build and maintain his store as a perms 
institution. 4 

If he will only put it to work, there isn’t a wholesdl 
who doesn’t stand to cash in on the highest priced if 
in his inventory—service. Yes, the wholesaler of 
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morrow will succeed in proportion to the success of the 
retailer he serves through the services he performs. Much 
remains to be done along these lines, and the wholesaler 
will do well to remember that the average retailer de- 
pends upon his services—as well as goods to keep him 
in business and help him prosper. 


WHOLESALER'S FUTURE RESTS ON HIMSELF 


One may safely say the future of wholesaling rests 
largely with the wholesaler himself. Never has there 
been a more opportune time for him to take stock of 
his house, shape his plans to streamline his selling meth- 
ods, arrange to work closely with and be of maximum 
service to retailer and manufacturer alike. Since the 
core of all business is the consumer, a closely woven pat- 
tern of cooperation and coordination between manufac- 
turer, wholesaler and retailer to interpret public demand 
and preference would result in less fumbling of the 
“profit ball.” 

Trade associations and other group coordination can 
provide the opportunities and understanding needed to 
oil the manufacturing, distributing and selling machine. 
A better appreciation of problems, better use of facili- 
ties, more effective interpretation of wants and one an- 
other’s needs—all stem from group action. Too much 
emphasis cannot be placed upon the importance of close 
harmony and cooperation between manufacturer, whole- 
saler and retailer. 
are the fruits of such a program—a program that can 


Greater efficiency, increased profits 





lead to a better appreciation of the consumers’ needs ang” 
preferences. How much more efficient and practical] ty 
“cut the cloth” to the consumers’ needs than fit the cop. 
sumers’ needs to the haphazard “‘cut of the cloth,” 


I recall a story that a retail jeweler tells. Some thirty 
years ago, through a peculiar chain of circumstances, 
this man took over the management of a jewelry store, 
With charming frankness, he confessed that he didn't 
know a thing about retail jewelry operation at the time, 

“What was I to do,” he went on, “but call in the whole- 
saler with whom my predecessor had done business for 
a good many years. I told my story and explained my 
position to him. ; 


RELIES ON WHOLESALER'S JUDGMENT 


“T’ll tell you what I’m going to do,” I told this whole- 
saler. “I’ve got confidence in you. I’m going to put my- 
self in your hands. You know what we've done in the 
past. I’m going to leave it to you to keep me posted 
and supplied with the right merchandise and the right 
amount. I think I can depend on you to do the right 
thing.” 

Well, he went on to relate, “I didn’t know anything 
about the business at the time, but that arrangement 
worked out beautifully, believe it or not, and our store 
was as big a success as it had ever been.” 

That, in my opinion, is a significant story—a fine 
source ‘of inspiration for the wholesale jeweler—a bright 
star to which to hitch his wagon. 








Call on us for your needs. 


estates consisting of 


Fancy Cut Diamonds 


Matched Pairs and Single Fancies in all sizes our 
specialty. We also carry a large stock of Mellee, 
Marquises, Emerald Cuts and Round Diamonds. 
We wish to notify the trade that we buy 
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platinum and gold jewelry and colored stones. 
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TAKE A LOOK AT YOUR WALLS 
(From page 155) 


function purely as a background for the more important 
showcases, should be in the cool, quiet colors—blue, gray, 
green, buff, etc., all in soft, hushed hues. Floor cover- 
ings, will, naturally, fit in with the general theme of 
dignity and good taste. 


COLOR ANALYSIS BY SEX 


Since the greater amount of traffic will be female, it 
is interesting to analyze color preferences by sex. In 
a large group of individuals questioned, 45 per cent of 
the men preferred blue, 22 per cent red, 21 per cent 
purple, 3 per cent green, yellow or orange and 9 per cent 
black. The women ranked red first with 42 per cent, 
purple 16 per cent, orange 10 per cent, green ‘10 per 
cent, blue 8 per cent, black 8 per cent and yellow 6 per 
cent. Of the children questioned, 23 per cent preferred 
blue, 20 per cent red, 18 per cent yellow, 15 per cent 
green, 13 per cent white, 11 per cent black. 

Returning to the part played by colored walls in store 
illumination, it is important to understand just how walls 
and ceilings affect lighting. Light reflection is the turn- 
ing back of light which strikes a surface—a wall or 
ceiling. It is, in other words, light which is neither 
transmitted nor absorbed. It has been estimated that 
from 10 to 25 per cent of artificial illumination is wasted 


as a result of inadequate reflecting surfaces (walls or 
ceilings), improperly placed fixtures or a soiled congj- 
tion of both. 

Before selecting a wall paint, it is essential to know 
how much light it will reflect and thereby plan proper 
lighting. The following table ranks commonly used wal] 
paint colors in the order of their ability to reflect light, 


White . 89% 
Ivory .... 82% 
Cream ... 77% 
Orchid ... 67% 


Silver 
Gray 46% 
Olive Tan. 43% 

Cocoa 
Brown 16% 
Black .... 2% 


Good grades of paint may be easily sponged clean with 
neutral soap whenever necessary and without damage to 
the paint film. This should be done periodically, inas- 
much as white paint showing an initial light reflection 
value of 89 per, cent may, through severe soiling, lose 
as much as a third or half of their light-distributing use- 
fulness. Since ceilings are the principal reflectors, they 
should therefore be given first consideration. Flat white 
paints are recommended for all ceilings and are the best 
means of obtaining brilliant but soft and evenly dif- 
fused light over all counters and displays, both high and 
low. 

Having selected the proper wall finish that will give 
the greatest light reflection consistent with the store 


decorative scheme, it is now important to regard the wall 
(Please turn to page 190) 


Cream 
Gray 66% 
63% 
Pale Green 59% 
Shell Pink 55% 
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THE DIAMOND OUTLOOK IN SOUTH AFRICA 


by W. L. SPEIGHT 
JC-K Correspondent in South Africa 





ow 
er, 
all The Minister of Mines stated recently in the House 
ht, bly that industrial diamonds had come into their 
a and large accumulated stocks had been disposed of 
70 advantage. The Premier Mine, which could turn out 
% eat industrial diamonds in the world, was to be re- 
ed as soon as possible. It had been decided that in- 
'% justrial diamonds should be made available to all the 
% United Nations and that there should not be an increase 
th |inthe price. From the State diggings in 1944 diamonds 
to | to the value of £3,350,000 had been sold. The greater 
is- | part of this was profit and a useful contribution to the 
Treasury. This showed that the policy of working the 


0 
Z desert diamonds by the State was the right one. “Our 
e- | policy is to produce all the stones we can sell. I nego- 
ey | tisted a new quota in 1942 by which we got a very large 


te fincrease, which gave us more than 80 per cent of the 
st | world’s consumption of gem stones.” 


if- | Jt is stated in South African diamond circles that 
1d | there has been some speculation in London as to how the 
producers of gem diamonds are supplying their quotas 
ve Jafter the exhaustion of most of the Diamond Corpora- 
re I tion’s stocks. Consolidated Diamond Mines, for exam- 
ll_{ ple, are handicapped by lack of transport and machinery 
to exploit fully their deposits in the “G” area, and there 
are also limitations in the operation of the De Beers 
properties at the present time. In recent years both com- 
panies have sold part of their quota to the Diamond Cor- 
m, but at the moment the opposite procedure 
ht be adopted if the producers could supply what is 
H wanted. The corporation retains, in the main, only the 
| stockpile of industrial diamonds which has been formed 
at the request of the United States and British Govern- 
ts, and is kept in Canada, as well as a reserve of 
ntwerp quality,” which will be ‘used on the Continent. 
stockpile is a bone of contention in the American 
-monopoly case. It is believed that the sales of in- 
rial diamonds during 1944 were about the same as 
n 1943, when Sir Ernest Oppenheimer said that they 
amounted to £5,500,000. The total sales were about 

; 










17,000,000 in 1944, against £20,500,000 in 1943. Of 
¢ industrial diamonds most came from the B.C.K. com- 
y which also filled the quotas of the South African 
producers, but the reopening of the Premier diamond 
mine might bring a change in that respect. On the basis 
age quota, Consolidated Diamonds should be en- 
titled to sales of gem stones exceeding £2,000,000 with 
sales at the 1944 level, and De Beers of over £6,000,000, 
ineluding some industrial diamonds. 










The Premier mine, near Pretoria has been inactive for 
lout 13 years, but with a view to its taking an early 
among the producing mines in South Africa pump- 
has begun. After that has been completed new ma- 
minery will have to be installed and the mine re- 
tipped. Housing will also have to be provided for the 
kers of all races. During the war military camps 
prisoner-of-war camps have been laid out near the 
Mine, which supplied these camps with electric light and 
ater. It is estimated that at one time about 130,000 
occupied these camps. 
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TAKE A LOOK AT YOUR WALLS 
(From page 188) 


colors in terms of the light colors. In other words, will 
the wall color remain approximately the same when the 
store lights are on or will it be materially clianged. Ac- 
tually, all light changes a wall color somewhat. The 
important factor is to know what the finished wall will 
look like with the lights on. The following table shows 
how various colored lights affect commonly used wall 
colors. 


Color of Light Color of Surface Apparent Color 


of Surface 
Blue Red ‘Violet 
Orange Brown 
Yellow Green 
Red Yellow Orange 
Light Blue Violet 
Green Red Orange Brown 
Orange Yellow 
White Green 
Amber — Red Dark Orange 
Dark Blue - Gray 
Violet Maroon 


It is not to be expected that perusal of the foregoing 
‘material will enable the average jewelry retailer to func- 
tion as his lighting and decorative consultant. The prac- 
tical course is to consult specialists in these fields. The 
larger lighting appliance and paint manufacturing com- 
panies offer an advisory service of this nature. It is 


important, though, that the store owner know and 
derstand these principles so that he may consult mop 
intelligently and make sound decisions about his stop 
lighting and decoration. 





"SUGAR AND SPICE" KEEP JEWELER BUSY 
(From page 157) 


of Darjeeling. tea, one jar of imported caviar, and two 


packages of Maggi bouillon cubes. 


An easter basket was made up of a jar of anchovy 


paste, one jar sardine paste, one jar caviar, one can of 


pate-de-foie gras, one jar of turkey paste, one jar of 
French almonds and one box of fruit drops. 
Overseas boxes have been much in favor. 


The department is a good traffic builder. It is Je 
cated in the rear of the store and the customer must 
pass the beautiful silverware, jewelry and _ stationery 
counters en route to the New England Food Pantry, 
Although her mind may ‘be on food alone, she cannot 
help but notice these fascinating departments and there 
can be no doubt that many additional sales are the result, 

On the other hand the department is in full view of 
the elevators which are in the middle of the floor, and 
it can be seen readily by the customer who has come 
into the store with another department in mind. In order 
to give the New England Food Pantry full advertising a 
sign above the rear entrance door to the store bears its 
name. 

Mayer’s has taken advantage of every possibility of 
advertising. Results of an ad run Aug. 28, 1944 featur- 














10 So. Wabash Avenue 





just returned from the markets, have assembled and made available 
for your store a fairly complete assortment in many lines, some of 
which have not always been available in the past several months. We 
are confident there is not a more complete assortment anywhere. 





For Fall Business 


While a scarcity in jewelry store merchandise continues, our buyers, 





As for more than 80 years you can confidently send your orders to 
Benj. Allen & Co. with the assurance of receiving prompt service 
and quality merchandise. We invite you to visit us when in Chicago 
and see the extensive facilities prepared to serve you. 


Remember, our DIAMOND department is complete in every line, 
loose in all sizes, mountings and mounted rings and jewelry. 








BENJ. ALLEN & CO., INC. 


FOR EFFICIENT SERVICE AT ALL TIMES 
Silversmiths Bldg. 


CHICAGO 3, ILLINOIS 
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A COFT. 
POST PAID 


Remittance must accompany 
all orders as no charge ac- 
counts are opened for book 
purchases. 


FOR JULY, 1945 


. just off the Press 1 


~ 


This 280 page book, handsomely bound in 


rich, dark blue cloth, stamped in gold, rep- 


resents the combined efforts of four oufstand- 


ing authorities — each a specialist in his or 


her branch of the industry. 


The JEWELERS’ DICTIONARY is the first complete 


lexicon of terms used in 
all branches of the jewelry trade, 
ever published. It contains definitions 
of thousands of words and terms 
covering Diamonds and Gems — 
Watches — Clocks — Silverware — 
Gold, Platinum and Plated Jewelry 
— Watch, Clock and Jewelry Repair 


The Jewelers’ Circular-Keystone 
100 East 42nd Street 
New York 17, N. Y. 


Work. Illustrations—hundreds of them 
—make the definitions more under- 
standable and add vastly to the 
value of this book. 

This Dictionary is destined. to take 
an important place among the au- 
thoritative works of the jewelry and 
related trades. 


Please send, post paid, copy of THE JEWELERS’ DICTIONARY. 
Remittance of $5.00 is enclosed, herewith. 


WON 5 an sre bles Bw aTe ea Oe ten 


Street 


@eoe 0's £6 ¢ 60 68 6.00. €6¢ 4 oes 6.82 Oe oe Oe 


City. . Sass hacgasnioabed City. ane P.O. Zone No 
Check or money order must accompany all orders. Do not send cash. 















































AL TON 


2 GA PEO 


tae Sz 





UY 














W E regret that conditions at this 
time prevent us from supplying mer- 
chandise regularly. 


We must patiently wait until the one 
great purpose we are all striving for 
has been accomplished. Then we will 
be able to render even greater service 


than ever before. 


Weksler & Goodman, Ine. 


5S South Ww CHICAGO 3 
Wabash Ave. ILLINOIS 
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ing gift packages “filled with choice foods for the boys 
overseas” were simply astounding. This occurred at a 
time specified by the government for mailing Christmay” 
gifts to friends and loved ones in Service outside of the 
United States. The ad brought so many orders tha 
they came in faster than they could be filled. 


Six different boxed assortments with the price of each | 
were listed and each one was numbered so that the cys. } 


tomer could order easily by phone or by mail. The fooq 
make-up of each of the six assortments was itemized, 

Look at assortment No. 6 for example, and it is easy 
to see why the ad brought such overwhelming response, 
Here was something far different from the usual candy 
or nuts—delicacies which meant home for which the 
boys longed. Imagine the service man or woman’s de 
light in unwrapping a box to find a tin of boneless 
chicken, a tin of Kippered Snack, one package of plain | 
toast, a package of dates, a tin of frankfurters, a pack- 
age of instant coffee and a jar of deviled ham. 

One of the most interesting things about this ad was 
that it was so self explanatory that copies were sent to 
people making inquiries about overseas boxes who hadn't 
seen the ad. 


CHRISTMAS BIGGEST SEASON 


Christmas is of course, the biggest season. On Dee, 
11, 1944 gift food hampers, baskets, and two and three 
pound fruit cakes were featured in a large ad. Photo 
graphs of a hamper and a basket filled to capacity gave 
the public an idea of how handsome and inviting they 
actually are. 

Fruit cakes have been one of the best sellers. They | 
were advertised again prior to Valentine’s day in the 
center of an alluring ad framed by a wide lace valentine” 
border with a big heart pierced by an arrow in each 
corner. 

“Easter baskets and novelty food packages, gay and 
appropriate gifts for Easter giving’ composed the an- 
nouncement prior to Easter. A rollicking border of 
amusing rabbits, decorated eggs, potted lilies, etc., drew 
attention to the ad. ‘ 

Quick to take advantage of the housewife’s problems, 
Mayer’s recently ran an ad featuring unrationed foods, 
such as tins of turtle soup, onion soup, cream of chicken 
and water cress, tinned lobster, canned julienne beets, 
Philadelphia scrapple, brandied mince meat, and jellies’ 
of many kinds. This ad naturally had special appeal 
and was a big business getter. 

The convalescent is not overlooked. In one corner of 
the ad a sketch depicted a nurse bearing a tray of steam 
ing food and in the opposite corner, a boy with an arm 
in a sling, extending hig good arm out eagerly for thé 
good things. The caption for this was “Tasty snacks) 
for the convalescent.” The idea appealed to folks who | 
wanted to take an unusual gift to a convalescent friend, 
other than the beautiful but trite gift of flowers. And 
the patient is usually deeply appreciative of food. . The S 
lure of such a suggestion cannot be overestimated. 

Cookies also have come in for a spritely ad, each let- 
ter of the word “cookies” divertingly drawn in the fort : 
of a plump cooky...Three jaunty cooky boxes tilted in) 
gay abandon were an attention getter and cookies spilled. 
down the side of the ad contributed to the appeal. 

Another ad with the heading “ ‘Sauce’ iness”’ cleverly” 
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We've completed post-war proj- 
ect No. 1. We have moved to 
larger and more efficient quar- 
ters at 2 Garden St., Newark. 
As we assume each subsequent 
project and no matter how ex- 


tensive its operation, it will be 


our NEW 


WITiitee «zit around the preservation 


of the simplicity, quality and 
beauty of Church Rings and 
Jewelry. 
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“|| STUDY GEMOLOGY 
nd Learn how to buy and sell diamonds, 
I other gems, jewelry and silverware most 
of effectively. Investigate our mail Course 
W 012 which more than 1500 jeweler-stu- e 4. ° . 

Bi dents have studied. July “3 oliday Time 
Wy 
s, Or better yet, prepare yourself for the Beaches beckon and mountain resorts are 
n profession of gemologist by completing gay with merriment; it's time for swimming, 
s, all of our mail courses leading to the tennis and relaxation. 
es American Gem Society’s examinations for So that we may all enjoy a gay vacation, 
al Certified Gemologist. our factory and offices will be closed for 
: A business from 
if ur graduates and advanced students 
are in constant demand by an ever-increas- June 30th through July 15th 
m ing number of jewelry firms. Please do not send us any packages that 
e will reach us between these dates, and when 
| Courses conducted by air mail for overseas our letters and phone calls are unanswered 
di , please realize we are resting up in order to 
1 atc adhatsiste tase serve you better. 

ae F 
d Write today for information 
ef 7 S. NATHAN & CO., INC. 
7 Gemological Institute of America 610 Fifth Ave. New York 20, N. Y. 
e (United States and Canada) 
a A Non-Profit Educational Institution, Established 1931 NATHAN LAPIDARIES, INC. 
7 International Headquarters 71 Nassau, Street New York 7, N. Y. 
4| 541 South Alexandria, Los Angeles 5, California 
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brought sauces to the notice ot the public. Attractive must take it for granted that either the genesis of dj. 
bottles ‘of different size and shape caught the eye, and mond antedates the upper Carboniferous or else tha r 
each sketch was identified in the ad with its price. Items the breaking-up of the continent ‘must have happened 

shown were oyster cocktail sauce, curry sauce, sylph later or after the Cretaceous. 


dressing, spanish omelet sauce, and so forth. The num- “Frankly speaking, I do not believe that these pos. 
ber of ration points for each item, where any were sible contradictions should be taken very seriously, After 
needed, were also listed. all, both the placing of the initial break-up during the 


In closing this description of an unusual jewelry store - upper Carboniferous and that of the Genesis of diamond 
venture, it should again be emphasized that Charles during the Cretaceous are nothing so very positive that 
Mayer & Co. is not the type of store that depends upon either one or both could not have happened a few ten mil. 
“stunts” to obtain business, but a concern of the highest lion years earlier or later than the suggested time. 
grade, established more than a hundred years ago, and “It must be said that Wegener does not specifically 
still in the ownership of the same family and at the same state that the break-up and drift of the continents started 
location. If such a store can operate such a department during the upper Carboniferous. He does warn that 
without loss of prestige, no jeweler need fear that he ‘the actual contours and streams are only drawn for 
would lower his standing if he should decide to adopt the _ identification,’ so that there is not necessarily ground for 
idea. argument.” 

In final support of his theory, the author points out 
DID DIAMONDS ORIGINATE IN ONE LOCALITY? _ the fact that each diamond pipe produces a definite ‘type 
of stone with distinctive peculiarities that enable experts 
to identify its origin, and that he has examined several 
jority of geologists place the genesis of diamonds dur- parcels of diamonds found in French Equatorial Africa 
ing the middle of the Cretaceous period which is older which strongly resembled the characteristic stones from 
than. the Eocene but later than the Carboniferous. When the Bahia district of Brazil. 

we see on the map (Fig. 2) that during the Eocene, the There can be no question, he says, as to the inferences 
African and South American continents had already to be drawn from such facts, which he believes ares 
separated, it does not interfere with our belief that the persuasive evidence that the two localities must have 
diamond occurred during the Cretaceous. been joined at the time the diamonds were formed. 

“However, when looking at the map for the Carboni- At any rate, the speculation is an interesting one, 
ferous age, if the outline of the continents shown on it though further study of the subject by other scientists 
means that the break had already taken place, then we would no doubt be desirable. 
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(From page 164) 
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». RUEFLI- FLURY & C° BIENNE 


“Era Watches on Time ae W orld Oust 
ARTHUR BAUER CO., U. S. Representative - 48 West 48th Street, New York 19, N. Y. 
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. « » WITH THE Wayne RING TRAY SYSTEM 


‘Approximate Size: 6 ft. x 18” 
Consisting of: 


] 4.ten ring trays, barrel-shaped, full size, 
genuine maple frames with velvet cov- 


ered pads. 


More Selling INTO YOUR RING DISPLAYS 


y * four ring trays, round 
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pe Glorify and glamorize your rings with the WAYNE Ring Tray 
rts System . . . it creates a beautiful, eye-catching display that’s 
-al rich in sales appeal! 
ca @ Bengaline silk covered floor boards with velvet covered 
™: front riser steps. 
@ Velvet is available in Black, Royal Blue, Carnation and 
many other popular colors with contrasting color of 
es Bengaline Silk to blend. 
re? NOTE: The barrel shaped trays can be made to hold 7 bridal 
: pairs (14 rings) 
ve 
1] WILLIAM KORN 
ts Designer and Manufacturer 


30 West 47th St., New York 19, N. Y. 


TOTAL: 16 TRAYS 
Price: $115- with tray carrier 





“ 








IARI RRO AR 


A COMPLETE LINE OF OPALS 
FOR THE 
MANUFACTURING JEWELER 


















George T. Manning 
The Opal Specialist 

22 West 48th Street, New York 19, N. Y. 

Telephone BR 9-7199 
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For cutting, 


engraving, 





The work of the Lapidary has always required 
the skill of experts. That’s why you should 
seek the services of an established and reliable 
firm, with a background of experience. 





encrusting, 


drilling, or any special orders, consult 


NATHAN 
Lapidaries, Inc 


71 Nassau Street 


e New York 7, N. ¥. 
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GEM IMPORT STATISTICS RELEASED 


(From page 166) 


Imports of diamond rough in 1941 were slightly over tey 
million dollars, increasing in 1942 by about 10 per 
to eleven and a half million, and in 1943 to approx. 





for YOUR 
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Diamonds imported into the United States, 1941, 
1942-43, by countries 












































+ 
(Exclusive of Industrial diamonds) 
Rough or Uncut Cut but Unset 
Value 
Country Ciratel: att) Catats 
1941 Total |Average 
EERE CREE: SRE ere Maer 146 
Ty RE AERA e ne bi bee. 145,504 
RR 63,710 92.2 280,628} $35.80 434 
SSE FOE SER TERR: 286 
RN .53403 «005s A. RERSEV NT ALS OUR coded 205 
CBRE SET PRE: erty” 4,950 
es: Mee Ge eee or error 539 
OS RE COT) eee Bs 9 
NR ob Si20 ides 3. | kSacV lcs tin cad boc cei th 443 
RN HERS erlalRRRe RY pide 1,521 
Netherlands Indies....|.......|..........|...---- 104 
Ee Se WOT ee. prec 5,523 
eae ae eeereneee aS 630 
Union of 4 Ween Africa.| 150,324} 7,986,039} 53.13 “= 
United Kingdom forr S See Se 19,932 
Venezuela. . ee 992 34,704) 34.98)....... 
215,026} 10,301,371] 47.91) 229,582) 18,346,415] 79.91 
1942 
nee, ES EON TA San eee 36 $32,013} $889.25 
Belgian Congo. ... 205 fee eee eon 
Belgium and 

I ooo nd as Cai Ros let anisede eaanes 26,755] 2,049,057) 76.50 
Brasil....... ....+| 6,820] 477,812] 75.60 842] 2,686,071) 112.66 
British Guiana...... 591 19,775} 33.46 55 5,810) 105.64 
SE SO, 555 ac) fink cde vs ct ecthebeatos 278 19,628] 70.60 

aes SAE Delete ae) See 1 395) 395.00 
EE ERR eae See 18 2,666} 148.11 
RS RLS SE OOS TRE Re “Saree t 2,746 321,863} 117,21 
RRR er EP Seen (eee ¢. 1,327 184,250} 138.85 
Re 8 OR GRR es” aeeees, 162 7,520) 46,42 
India and 

Dependencies. ..... >, i Caer, carne 1 50} 50.00 
eee eo ee eee ee 365 41,211] 112.91 
Netherlands.........}....... 960 83,341) 86.81 
Netherlands Indies. ..|...:....}..........Jeceeee: 117 13,579} 116.06 
Palestine and Trans- 

ae gh te aii, RR ARIE (elit 20,502} 2,994,830} 146.08 
Switzerland.......... BS, ghyeae| eee 175 19,346] 110,55 
Union of South Africa.| 253,191] 10,553,052] 41.68] 35,351] 4,767,308) 134.86 
United Kingdom of 

Great Britain and 

Northern Ireland...} 1,683 102,154] 60.70} 13,307} 1,410,598) 106.00 
Venezuela........... 16,447 389,346] 23.67 6 700} 116.67 

278,437|$11,546,712| ‘ $41.47] 126,004/$14,640,236) $116.19 
1943 
re ee ae Seer ey eer a 67 12,590} . 187.91 
Belgian Congo....... 1,840 42,294) 22.99).......].. errr ces, 
Belgium and 

Luxemburg........ 1,369 21,444] 15.66] 19.630) 1,329,527] 67.73 
See 207 557,541] 89.82] 40,933] 6,487,150) 158.48 
British Guiana....... 2,254 46,243} 20.5: 185 21,839] 118.05 

EES SES HR Sey: 49 5,255] 107.24 
RIO. oc ovine ss oc AMR PALTRY » Shaddcameeth & 21,913] 3,337,950) 152.33 
LS Cee een LER Ee) ESE 567 99,401) 175.31 
OES: Ue, er: Seep 19 2,010} 105.79 
Gambia and Sierra 

Oy bepeiinc iced 3,861 a! eee eo 
Gold Coast.......... x i a i ae | 
India and 

RS SRR A ee 63 10,717} 170.11 
TD GAGEG to eas ae TEs veep cdvondss suey 406 41,273] 101.66 
OS SESE SS ee Eee 569 121,524} 213.57 
Palestine and Trans- 

SR ee See, eee 50,361} 9, : 273] 181.75 
EA Se RRS SY Se 14 ,283} 91.64 
Portugal.....:....... 11 225} 20.45) 83 ry 888} 131.18 
Portuguese Guinea 

and Angola........ 1,664 a re cere Ae y 
| SES REN eS Fs 112 22,773] 203.33 
Union of South Africa. 702,858} 35,338,584] 50.28] 33,394 6,667,871] 199,67 
United Kingdom ‘of 

Great Britain and 

Northern Ireland...| 22,833 945,929] 41.43] 25,336) 4,128,516) 162.95 
Venezuela........... A Me | Te” ee) 




















751,674) $37,443,240 $40.81| 193,701 





$31,453,840) $162.38 
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NOTICE 


the very high standing of 








the manufacturers who : 
distribute their lines through 
general wholesalers 
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, SOME OF THESE ARE: 
Airguide Jacoby-Bender Inc. R. F. Simmons Co. 
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) American Optical Co. Landers, Frary & Clark  Speidel Corp. 

) ae : sud fey Clock Co. a 

| mapee Khor ens Telechron Clock Co. 
aif Bliss Bros. Parker Pen Co. GE 

| Elgin National Watch Co. Pitman & Keeler 

4 Hamilton Watch Co. Remington-Rand Toastinaster 

) Heller-Deltah Ronson Waterman Pen Co. 
5) Ingersoll Schick Inc. Westclox 

| International Silver Co. Sessions Clock Co. Westinghouse . 


THIS ADVERTISEMENT SPONSORED BY 


| 
: ‘ . 1 


AMERICA'S LEADING WHOLESALER 










DENVER CHICAGO DETROIT 


FOR JULY, 1945 




















mately thirty-seven and a half million. Imports of cut 
diamonds also jumped from about eighteen million dol- 
lars in 1941 to more than thirty-one million in 1943 after 
an intervening‘ decline of about fourteen and one-half 
million in 1942. 

Thus total imports of diamonds for 1943 were approx- 
imately sixty-nine million dollars as against something 
under twenty-nine million dollars in 1941. 

Imports of practically all other kinds of gemstones, 
on the other hand, fell off during the three year period. 
Especially striking were the drop in imports of rough 
emeralds from more than 10,000 carats in 1941 to only 


eight carats in 1943; in cut emeralds from 22,000 carats. 


to only a little over 3,000, and in cultured pearls which 
from an import value of nearly half a million dollars in 
’41 practically disappeared in both ’42 and ’43. The 
vanishing of the latter is, of course, due to the fact that 
Japan and Japanese mandated islands were the only 
source of cultured pearls, and from Pearl Harbor on, 
imports from those sources naturally stopped. None 
whatever was brought in during 1942 and only $107 
worth (presumably one or two pieces which were the 
property of private individuals) entered the country 
during 1943, 

Natural pearls also showed a continuous decline 
throughout the three year period, partly at least because 
of the war’s interruption of pearl diving activities in 
some of the pearl producing areas. 

Imports of other precious and semi-precious stones, in- 
cluding synthetics and imitations, followed a somewhat 
different pattern, with a sharp drop between ’41 and °42 
and a regaining of part of the loss in 43. Genuine mar- 








casites were the only stones except for diamonds whose 
importation was larger in 43 than in ’41. 


The breakdown of diamond imports by coun F 
shows some things which at first glance may seem ra ; 
surprising but which upon study are understandable, i 


For example, throughout all three years, a substanti 
part of the import of cut diamonds originated in Bel. | 
gium or the Netherlands, despite the fact that access ty 
those countries was cut off by the German occupation in 
the spring of 1940. However, it must be borne in ming 
that a considerable number of refugees escaped frog 
both countries with stocks of cut goods in their Dosses- 
sion, and ultimately made their way to the United States, 
When they entered this country and declared the origin 
of the cut stones, it was of course the Low Countries, 
even though the person who brought them in may hayg 
come from Portugal or Spain and not direct from the 
Netherlands or Belgium. 

The same circumstances explain the fact that there 
was a small importation of German origin in both 194] 
and 1942 although the latter disappeared from the fig- 
ures in 1948, escape from Germany having become prac- 
tically impossible by then. 

In 1943, Palestine and Trans-Jordania were the most 
important suppliers of cut goods to the American mar 
ket, shipments from that region having grown to more 
than 50,000. carats from a figure of only 5,523 carats in 
1941, 

Second largest sources was Brazil with more than 
40,000 carats followed by South Africa with 33,394, 
Great Britain with 25,336, Cuba with nearly 22,000 and 
Belgium and Luxemburg with 19,630. _ 









Available in a number of eye-captivating designs, these hand made pins and 
matching earrings are priced for fast, profitable sales. Hand crafted by 
’ experts with that extra touch of quality that makes the Hill line distinc- 


tively different. 


VISIT OUR SHOW ROOM WHEN IN CHICAGO OR WRITE FOR COMPLETE PRICE LIST 


cman Eseries ae 7 





ill & com CUNY wHotesace JEWELERS. 


“5 NORTH WABASH + CHICAGO 2, ILLINOIS + 16th FLOOR? 


*NOVELTY JEWELRY > WATCHES * WATCH MATERIALS AND JEWELERS’ SUPPLIES> 


HAW) MA DE sterling silver 











—— 


- pins with earrings 
to match. 





Quality workmanship at 
a surprisingly moderate | 
price. Sold individually 
or in sets of three. 
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CENTRIFUGAL CASTING 
EQUIPMENT & SUPPLIES 


Centrifugal Metal Casting Machines 
(Kerr, Vaughn, Dee, & Ecco—Spring & Motor Driven) 
Centrifugal Wax Casting Machines 
(Spring & Motor Driven) 
Rubber Mold Holder for Wax Casting Machines 
Electric Vulcanizers & Wax Pots 
Two-Piece Frames for Rubber & Metal Molds 
Bismuth Alloy No. 200 for Metal Molds 
Machines for Injecting Wax into Metal Molds 
(Hydraulic Hand Pressure & Air Pressure) 
Wax Eliminator Ovens 
(Saunders, Baker, Hones, & Hoskins—Various Sizes) 


BPP RE Reet E Fe Fe 


7 Melting Furnaces 
7 _ (Gas Fired & Induction—Various Sizes) 
the Melting Crucibles 
(Dixon Sand & Graphite—Wesgo) 
erd Casting Crucibles 
a (Sand, Mullite, Carbon, Carborundum & Graphite 
41 for All Types of Casting Machines) 
fig- Vacuum Pump Units 
| (Table,Pump, Metal & Rubber Plate, Glass Bell Jar) 
= Stee! Flaske—Carbon & Stainless—Rubber Sprue Bases 
Investments—(“Cristobalite” for Gold & Silver) 

ost (Saunders for Palladium) 

Waxes—(Kerr’s Precision & Modifying—Saunders) 
ar Tongs for Crucibles & Flasks—All sizes 
ore Fluxes—Asbestos Gloves & Mittens 


™) | ALEXANDER SAUNDERS & CO. 


(Suee. to J. Goobel & Co.) Est. 1865 


04, 95 BEDFORD STREET, NEW YORK 14, N. Y. 
nd Price List Sent Upon Request 
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| JUST PUBLISHED 
| DICTIONARY 
OF 


GEMS and GEMOLOGY 


By ROBERT M. SHIPLEY 





The most comprehensive glossary of gems in any lan- 
guage. Compiled by Robert M. Shipley, former jeweler; 

founder of the Gemological Institute of America, and 
The American Gem Society. 


Over 4,000 definitions of gems, gem minerals, 
gem varieties; synthetic, altered and imitation 
gem materials; trade grades of gems; styles 
and materials of cutting; Biblical and historical 
gems; popular and scientific trade terms used 
in grading, describing and advertising gems; 
special emphasis on incorrect or misleading 
terms. Definitions of gem minerals include 
chemical composition, crystallography, physical 
properties, sources. 


Cloth, 12 mo., 254 pages . $5.50 Postpaid 











Gemological Institute of America 
(United States and Canada) 
A Non-Profit Educational Institution, Established 1931 
International Headquarters . 


541 South Alexandria, Los Angeles 5, California 
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“Profits sure as babies are born 





BABY’'S first SHOES 


SOLID-17 ED 


REG. U.S. PATENT OFFICE 


AS LASTING GIFTS 





IMMEDIATE DELIVERY 








Priceless in sentiment, baby’s first shoes 
demand the utmost skill and care in Processing 
..- QUALITY is all-important. 


SOLID-IZING is unconditionally guaranteed 
by the creators of the famous BRON-SHOE 
solid metal Process which had been halted to 
speed Victory.* 


Choice of three beautiful finishes . . . two-tone 
copper bronze, Statuary bronze and antique 
Ivory ... all at the same low prices... start- 


* ing at $3.95 pair unmounted. 


Liberal discounts . . . alert promotional service 
. .. complete cooperation. You need only mail 
your customers’ shoes ... we do the rest. Make 
the most of the great possibilities in SOLID- 
IZING for Christmas, anniversaries . .*. the 
whole year-’round. 


sk Once the famous BRON-SHOE solid 

metal Process is again resumed, you 
will have two distinctive services in 
two popular price ranges. Watch for 
announcement. 


Write for free catalog, display card TODAY 


BRON-SHOE CO. 


271 E. BROAD ST., COLUMBUS, OHIO 
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Today, the customer waits, but one day she'll walk out and you've lost a oatill 
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Customers Have a Black List. Too! 


HE other day, a prominent jeweler was telling me 


an experience he had had the previous morning. 


It could have happened to you. 

“T was sitting at my desk working,” he began, “in 
the early morning when the store was not crowded. A 
lady whom I had not seen before entered the store, 
walked past two sales people who did not stop their 
animated conversation to look up, and pr®ceeded on to- 
ward the office. Seeing no one else move to wait on her, 
I walked out and greeted her and asked if I could be of 
service. She wanted to see certain items in silver, for- 
tunately they were in stock and the sale was completed 
within a matter of minutes. While the items she had 
selected were being wrapped, she took the opporttnity 
to remark that she had enjoyed this transaction. 

““*Do you know how I happened to come in here?’ 
she asked. I assumed that some friend or good cus- 
tomer had sent her, but I wanted to hear the story so 
I professed ignorance. 

“She went on. ‘I am a newcomer to town and stop- 
ping temporarily at the —-———- Hotel while getting 
settled. This morning I went shopping for some things 
I'll need for my new home, and went first to the jeweler 
nearest my hotel. There the sales person approached 
me and snapped. 

““CanIwaitonyou? !’ 

“Not liking the tone of the question nor its wording, 
she walked out and down the street to the next store. 
There she approached a sales lady and requested, ‘Will 
you please show me... .’ 

““T'll be with you in just a minute,’ the sales person 


200 


by P. BUFORD HARRIS 


told her, then walked to the back of the store, dialed a 
number and for several minutes carried on a purely 
personal conversation. 

“Displeased with this indifferent attitude, the, ‘lady 
walked out without a word. My store just happened 
to be the next one. Her parting remark was: 

“I’m a stranger in town, but you have made me feel 
welcome in your store. You acted as if I were doing yoo 
a favor; not as if you wished I had not come in at all 
You can guess where I will go when I want something 
else’.” 

As this jeweler watched her leave the store he looked 
at the two sales people who had permitted this customer 
to walk past them without so much as a nod, and began 
to wonder how many others had walked out of his store 
with a similar impression. How easily, in fact, this 
particular party might have done so had he not caught 
her. This was, he fully realized, not just an isolated 
happening. It is happening every day in stores all ovet 
the country. This talk about the Little Black Book in 
which your customers “list” you is not just conversation 
It is a fact. f 

And the question, Mr. Jeweler, is what are you gr 
ing to do about it? i 

Right now you are riding the crest. Selling is just#} 
matter of taking orders and rationing out whatever mer 
chandise you have or can get. Business is so good that 
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| fa seen in... Vague, Harper’s Bazaar, Mademoiselle, Glamour, and Bride's Magazines. 
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MODERN VICTORIAN : am PHOTOGRAPA BY JOFFE — VOGUE STUDIOS WEDDING GOWN BY MURRAY HAMBURGER 


THE BRIDE—and her Sterling... both modern, of 
course, but somehow endowed with a subtle charm 
which is Victorian in flavor. Perhaps it is this won- 
derful welding of two types of beauty which endears 
Lunt’s MopeRN VICTORIAN to so many of today’s 
brides. They know it will be versatile enough to 


ig harmonize with their homes-of-tomorrow, whatever 
their decorative theme. Yes—this pattern is typical 















© WILLIAM & MARY of the eternally lovely Sterling which Lunt crafts- 
© AMERICAN VICTORIAN men continue to create for those who really care. 
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forgotten. 

But.the day is coming when goods will no longer move 
automatically off your shelves, but will have to be sold. 
And that means that trained personnel alert to the little 
things that make the difference between landing the 
order and losing it. 


SALES TRAINING SHOULD START AT TOP 


Personnel must be trained from the top downward, 
not from the bottom upward. This is a proved fact. 
Hence there must be an experienced department-head 
over each department, responsible only to the owner 
and/or manager whose duty it is to see that the depart- 
ment head has had the proper training himself, and that 
he passes it on down the line. 

“But,” someone may protest, “you are speaking of a 
large store with a dozen or so employees. What about 
the little fellows?” 

If yours is a one or two man family store, you don’t 
have to worry about these things yet. But if yours was 
a small store five years ago and now you suddenly find 

. yourself with six, ten, or fifteen employees and like so 
many others, hardly know just how it happened, it is 
time to give it some thought unless you suddenly want 
to go back to where you were in 19382. 

How to begin this training? What is the most impor- 





in many a store the fine art of selling is being rapidly 





pointed to make a ten-minute talk on some im : 
phase of store operations. The speaker should be free 
to prepare his own talk and present his own ideas, ( (Some 
of the better ideas are born this way.) When the talk 
is finished, hold an open forum. Let everyone ask gue 
tions about the subject of discussion. The speakes 
should be able to defend his ideas and prove that they 
are sound. = 

Other items, too, may be brought up at this time, Ap 
thing that is causing trouble or misunderstanding should 
be presented, and an honest effort made to arrive at g 
fair, impartial answer. This will show the employees 
that they are a part of the business which you and they 
are operating. 

These meetings also provide an excellent opportunity 
for the department heads, one by one, to outline the 
necessary details which are so essential for the p 
conduct of any department. They can and should show 
in detail just what they want done, and more important, 
why it should be done just that way. Most people will 
cooperate more fully when they realize the importance 
of the job, and the “whys” of certain details. 








ATTENTION TO DETAILS 


You will notice that I am laying a special stress on 
details. That is because it is the combined result of all 
the details that makes a store successful—or otherwise, 


Selling is easy teday but the time is not long off when your goods 
will again have to be sold. Are your salespeople ready for business? 


tant thing to inculcate first? That is easy. Make the 
employee feel that he is a part of things. You will all 
remember the time you joined a new club or registered 
at a new.school. For a while you knew no one and felt 
that you were dead wood. You were out of things. Be- 
ing out you took no real interest. Then one fine day 
you suddenly felt you were a PART OF THINGS. It 
was a grand feeling. It was good for your ego. It is 
equally good for your employees to feel that they are 
a part of your organization. 

How can you stimulate that feeling? Perhaps the 
best way yet found is to form an organization of your 
employees—a kind of company club. Let one of the 
older or more interprising employees head the club. Run 
it like a regular civic club. Elect officers, with yourself 
not eligible to hold office but to act always in an advisory 
capacity. The club should hold regular meetings as 
often as desired, whether weekly, monthly or what not 
depends on the tasks you are trying to accomplish. 

And don’t do all the talking yourself. Your employees 
probably see and hear you all they care to. Give the 
workers a chance to blow off steam and get any griev- 
ances off their minds. 

However, such meetings must be conducted in a busi- 
ness like manner. For each one someone should be ap- 
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“Perfection is no trifle, but trifles make perfection.” 

If your people have been negligent about getting all 
the information necessary on charge accounts, or descrip- 
tions of merchandise, or marking sales slips showing 
whether merchandise was delivered or laid away, or 
initialing sales slips so the sales person may be im- 
mediately identified, or the thousand and one other little 
things that are necessary for a smooth functioning or- 
ganization, let the credit department head point out 
some of the pitfalls these omissions may cause. Things ~ 
like errors in accounting, dissatisfied customers, mix-ups 
in merchandise deliveries, the time lost in getting the 
matter straightened out, the confusion that inevitably 
follows. Go over these things in detail until each em- 
ployee knows wherein he has failed to keep pace. Show 
him what must be done. Make him feel his importance 
in doing it right. He will do the rest. That is, if he 
is at all willing to cooperate and become a cog in the 
wheel. If he is not willing to become a cog even under — 
specialized training, then he may be weeded out. % 

But always remember this: Any half-wit can fire some- 
one. It may take a lot of brains and effort to make a 
BETTER employee out of him. But even so, it is to 


your profit to do it. 


(Please turn to page 220) 
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Your customers and you know by ee 


how inestimably great was Benve- 
nuto Cellini’s contribution -to 
silver craftsmanship. FRENCH 
RENAISSANCE faithfully repro- 
duces many of the lovely motifs 
this master craftsman brought 

















to France. 
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Call this sales feature to your customers’ attention. Coupled Six 
with the other noteworthy characteristics of this superior 7p. 48 ae 
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silver pattern, it commands enthusiastic sales. ic 7 e ; 
§ | | 
‘i ' 
- ; | 
Desi : | 
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Recaptures the Sra when art and culture were . | | 
° ° : ‘ ° ig i] ; 
reborn, and fine table silver was beginning to come into al His 
its own. 
Luxurious Detail ful | } 
uxurious etatl . . . graceful ornamentation, ji] o 
created with intricate perfection, lends each piece partic- oH 
ular loveliness. & 
Adaptable Design ... exquisite tracery harmonizes 4 


with china and crystal which is ornate, glorifies that which 
is simple. 





Craitsmanship 
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Porfoct Balance of any c Ls eae acaal 


piecein the hand...in all positions. 


(Well Rounded Substantial Cines 


-.. Spaced properly . . . gracefully tapered. 


Chickness of Shank ... more silver than in most 
flatware in. area of greatest stress and strain. Y 


Knife HAfandle .. balanced so that blade 
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Skillful Oridation brings out every ) Ytorling Yilver 








charming detail, combines with flawless surface 
to impress your customers. 


REED & BARTON SILVER POLISH — Made by Silver Experts 
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Gifts for babies in this Mindlin window are shown on a background of pink satin. 


HE old idea that you have to display jewelry on 

plush and dark welvet is entirely outdated,” de- 
clares Frank Mindlin, Frank Mindlin Jewelry Co., 
Albuquerque, New Mexico, self-styled crank on display 
who, in a town of about 50,000 has built up a business 
which employs 12 year-around sales people and 19 at 
Christmas. 

“To be really effective,’ continues Mr. Mindlin, “a 
window has to be seasonable in appearance. In the 
summertime, it must be cool and refreshing; in the fall 
it should carry out the warm tones with which nature 
paints the landscape, while in the wintertime, it pays 
to go to the dark, rich colors—simply because they create 
an appearance of inviting warmth. If you should ask an 
ordinary passerby why he likes or dislikes a certain win- 
dow display, the chances are he won't be able to tell 
you—but color will have a very important effect on his 
reaction. 

“For our summer windows, we always try to use 
center trims which carry out a seasonable atmosphere 
both in colors and in selection of merchandise. For in- 
stance, an excellent centerpiece—one which is a selling 
display as well as an attraction for other merchandise— 
is a carefully planned trim of iced tea or lemonade mer- 
chandise. We build it on a piece of white silk. An ice 
tong is carefully placed by the glass. Off to the side is 
a water cooler. Contrast mentally the appearance of 
that same merchandise on a piece of red velvet. Instead 
of being attractive, it becomes repellent. 
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Key Displays to Current Season 





A window setting should be seasonable 









be effective, believes Frank Mindlin, of 
Albuquerque, N. M., who earries out th 


idea in merchandise and color backgrou 


by LUCIUS S. FLINT 





_“Aside from the seasonable angle, the nature of tt 
merchandise should be considered in selection of a bac 
ground or foundation. Oftentimes, you'll see an ite 
such as a baby cup displayed on heavy, dark material 
That's a mistake. The very word, ‘baby,’ connotes son 
thing tender and fresh. The background should cart 
out that idea. When we’re displaying baby goods 
invariably use backgrounds of light green or light Dit 
silk—something in pastels. i 

“Certainly, these silk backgrounds are expensive= 
we frequently pay six or seven dollars a yard to g@ 
exactly what we want. But when an item’s propetlf 

(Please turn to page 222) 
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FOR THE CAUSE OF INSTALLMENT SELLING 
(From page 170) 





prejudice which may have existed against this plan has 
disappeared and the only criticism now is that which is 

against the individual dealers who do not con- 
guct their business properly. 

“The introduction of installment payments into jew- 
dry selling opened ip a vast new field. It appealed to 

ple who had a desire for lovely things but without the 
accumulated means to possess them, and to those who 
had savings accounts but did not wish to disturb them. 

“Slavick’s adopted this plan at the time of its open- 
ing, 8 little over a quarter of a century ago, visualizing 
the helpfulness and convenience to its customers. It may 
be interesting to know that this service has made it pos- 
sible for thousands to have acquired, for self or for gifts, 
articles of beauty and worth without financial strain or 
sacrifice. 

“With a large purchasing power and excellent cre- 
ative departments, Slavick’s has kept abreast of the 
finest jewelry establishments of the country and is na- 
tionally known for the style, quality and value of its 
merchandise. 

“Only firms well known for the superior quality and 
distinctiveness of their products are sought as sources of 
supply and Slavick’s is proud to have the privilege of 
associating its name with the outstanding manufacturers 
of Sterling and plated silverware . .. American and im- 
ported watches . . . gold and platinum jewelry . . . china 


. .. glassware . . . novelties and the merchandise in all 
of its other departments 

“While a large part of its business is done on the bud- 
get payment plan, yet many buyers are attracted here 
who pay cash or use a thirty-day charge account. Each 
is equally welcome . . . but I wish to emphasize the fact 
that those who use Slavick’s credit service pay no. in- 
terest nor any additional cost .. . the price is always the 
same.” 

This advertisement is one of the finest presentations 


. we have ever seen in the cause for a high-grade install- 


ment jewelry business. It is something that could be 
read with profit by every credit jeweler and reproduced 
as an advertisement by any of them who will abide by its 
precepts. 





BIRTHSTONES FEATURED ON WEEKLY COVER 


Jewelers who are looking for striking and colorful 
display cards will be interested in the reprints which 
the publishers of the American Weekly are offering of 
the series of 12 covers entitled, “Your Birthstone,” ap- 
pearing on the first issue of each month. Each one fea- 
tures a painting in full color of a beautiful girl wearing 
the birthstone of the month with a brief verse setting 
forth the romance and meaning of that birthstone. 

‘ Several hundred jewelers are already using the post- 
ers, says the American Weekly, and other stores may 
obtain them without charge by writing to Promotion De- 


_ partment, The American Weekly, 959 Eighth Ave., New 


York 19, N. Y. 
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The soft-lights, sweet-music romance in 





International Sterling ads makes women say, “I 
always read them—they’re like stories.” 


And so a mood is created—a mood which 
swings your customers to International. 


For “family silver” is a woman’s most senti- 
mental purchase, first of her lifetime possessions, 
wreathed round with tradition. 


Ads like this— favorites with readers of 
Life, Bride’s, and House Beautiful—supply 
the answer to “What kind of sterling will live 
up to my dreams?” Sales figures 


prove it works! 





See page 222 
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Tune in to Silver Theater! Hear Conrad Nagel as master of ceremonies — plus Holly- 
wood’s shining stars in original radio dramas. Sundays, 6:00 p.m., E. W.T+» 
Columbia Broadcasting System. 
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What Future Electric Appliances? 


For the retail jeweler who intends to sell electrical appliances 


after war, survey by Seripps-Howard newspapers provides 
a starting point on which to base his future plans. 


RECENT. survey by the Scripps-Howard news- 
papers, undertaken primarily to assist manufac- 
turers, distributors and retailers in evaluating the 


present and future market for electrical appliances and‘ 


home furnishings, has brought to light some interesting 
facts which are of value to jewelers who plan to mer- 
chandise these lines when they are once again available. 
The survey covered a group of 13 cities where the 
Scripps-Howard newspapers are published. These 
cities are widely scattered throughout the country, but 
because of the few cities covered, results cannot be re- 
garded as a nationwide sample. However, the findings 
do give the genera] picture of conditions as they exist in 
regard to these commodities and as such, present a start- 
ing point for the retail jeweler who has never entered 
this field before. 


MAJORITY OF RADIOS ARE SMALLER TYPES 


The first field covered was radios. Families were 
questioned first on the type of radios they now had— 
console, table sets, or portable and pocket sets. Survey 
showed that 47:2 per cent of the radios were table types 
and 9.3 per cent were the portable or pocket sets. As 
. these are the types that a jeweler would stock, it is 
interesting to note that the preference seems to be 
toward the smaller radios. 

Ninety-six per cent of the homes queried had radios 
of some kind with an over-all average of 1.5 radios per 
home; 63.9 per cent of the families had the smaller type 
radios. Of these sets, 53 per cent had bought their 
radios within the past five years, while 47 per cent had 
had their’s longer than five years. 

Future wants of those queried trend toward the 
larger, console-type radios, with 35.8 per cent desiring 
the radio-phonograph combination and 10.5 per cent, 
the straight radio. However, some 16.7 per cent want 
the table and portable type radios which, for the most 
part, are the jeweler’s stock in trade. Of these people, 
opinion was about equally divided between the radio- 
phonograph type table models and the straight radio; 
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the former 6.5 per cent and the latter, 7.6 per cent; 2.6 


per cent of the total indicated they were in the market 
for portable types. 

Queried on probable point of purchase, 75.7 per cent 
indicated they would buy their radios in department 
stores, furniture stores, mail order houses, etc., but a 
healthy outlook for the ‘jeweler was indicated by the 
-24.3 per cent of the people who’ said they would prob- 
ably make their purchases in other than the regular out- 


lets for radios. In this “other” group, the jeweler tops 


the list. 


BIG NEED FOR SMALL APPLIANCES 


As for small electrical appliances such as toasters, 
coffee makers, mixers, clocks, lamps and electric razors, 
it was interesting to note that the majority of people 
were ‘without most of these appliances; the two excep- 
tions were electric clocks and floor and table lamps; 
51.8 per cent of those questioned had electric clocks, 


79.6 per cent had floor lamps, and 72.1 per cent had- 


table lamps. Of the others, only 33.2 per cent had 
non-automatic electric toasters, 24.1 per cent had the 
automatic type, 7.6 per cent had electric roasters, 24.8 


per cent had electric percolators, 8.8 per cent had 


vacuum coffee makers, 24.7 per cent had food mixers, 
and 15.7 per cent had electric razors. This small show- 
ing is unusual when it is considered that this survey was 
made in 13 of the large cities of the country but it indi- 
cates a good demand for these goods when they’re once 
again available. 

Of those who intend to buy small appliances, 2.5 per 
cent want the non-automatic electric toaster, 12.6 per 


cent the automatic type; 6.7 per cent want an electric” 


roaster, 5.5 per cent, an electric percolator; 2 per cent 


the vacuum type coffee maker; 14.9 per cent, a food | 
mixer; 6.9 per cent, an electric clock; 11.4 per cent, 4 ~ 


floor lamp; 9.2 per cent, table lamps, and 2.3 per cent, 
electric razors. 


In the home furnishings department, 6.2 per cent of — 
the families questioned indicated they would be in the § 
market for flat silverware. 
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This tea set is advertised mn. . . 


August HOUSE & GARDEN and 
September HOUSE BEAUTIFUL 


As the day when Tuttle craftsmen may lay aside their war 
work draws inevitably closer, Tuttle continues advertising 


settee, planned to create a widespread appreciation of sterling 
{3 * silver of authentic historic design, and thus bring greater 
‘: Sj profits to Tuttle dealers. 






OUR TRADE MARK 
The Pine Tree Shilling 
FIRST SILVER COIN OF 
THE AMERICAN COLONIES 
SILVER CO.,Inc. 


107 ‘West Canton Street ~ Boston + Massachusetts 





























e "Static," "Granddaddy," and 
“Danger,” three from a series of 
five gremlin charms in sterling sil- 
ver and also in 14-karat gold. To 
retail at about $2.00 each in 
sterling silver. From Walter 
Lampl, 608 Fifth Ave., New York. 


?. 


@ Jeweled Crusader pins in gold-plated sty, 
ling, set with imported ruby and sapphin 
colored rhinestones. Mace retails at aboy 
$20; scimitar, at about $24. From Jay Ky 
Jewelry Co., 307 Fifth Avenue, New York 


Thi. 
bein 
sum 
adve 
e@ These 10-karat gold charms are tion 
e One in a series of six new designs in sig- offered in a wide variety of styles, 22 
net rings, modern in styling, in 10 and in all. Charms are made to retail at 


$1.00 each; the bracelet at $3.50, sign 
From R. M. Jordan & Company, 303 Kar 
Fifth Avenue, New York 16, N. Y. Tore 


14-karat gold. From the Keystone Jewelry 
& Mfg. Co., 101 Maiden Lane, New York. 








@ This versatile sterling silver 
clip can be used for either a 
money or tie clip. To retail at 
about $3.75. From S. Korff & 
Son, 914 Walnut St., Phila., Pa. 
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" ein tune with the late 


song hit is this unique 
ling silver charm, labe 
"Meatball." Actual size # 
one inch. From the Abbe 
Jewelry Co., 72-78 Spri 
Street, New York, N. # 
















@ These eye-catching lapel pins are of 
metal, finished in pink or yellow gold, or 
silver. Appropriately named, "Milly and 
Tilly, the Irresistible Fillies," the pins ore 
made to retail for $1.95 a pair. From the 
Alpha Craft Co., 303 Fifth Ave., New York. 









THE JEWELERS’ CIRCULAR-KEYSTO 


es 


gee ey eS 


GUARMS ARE ALL THE RAGE: 


This handsome brochure is 
being sent to thousands of con- 
sumersin response to Jordan’s 
advertising in leading na- 
tional magazines. Strong 


signed to help you sell 10 
Karat Gold Charms by 
Jordan. 

Send for your copy— 
it illustrates the com- 
plete line. 
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This attractive display—an- : 
other dealer tie-up will help a | x 
you feature the fast-selling w 8 / / { / J 
Jordan 10K charm line. ie i | 


RB. M. JORDAN & C0. +> rern avenur« wew vorx 16, wv. 


36 S. State Street, Chicago « 607 S. Hill Street, Los Angeles. « 1009 Commerce Street, Dallas 
FACTORY: 17 CUSTOM HOUSE STREET, PROVIDENCE 3,R.1 








American Gem Society—Kenneth I. Van Cott, 60 Court Street, Binghampton, N. Y., 
International Committee chairman; William H. Sewanke, 331 East Wis. onsin 
Ave., Milwaukee. 

American Jeweled Watch Manufacturers Association—C. M. Kendig, Hamilton Watch 
so., Lancaster, Pa. 

American National Retail Jewelers’ Association —C. I. ge 1514 Fifth Avenue, 
Moline, Ill.; Charles T. Evans, 551 Fifth Ave., New York. 

American Watch Assemblers Association—S. Ralph Lazrus, Benrus Watch Co., New 
York 13; I. Robbins Kornbliet, 261 Broadway, New York 7. 

Brotherhood of Traveling Jewelers—Harold Gibson, 30 Rockefeller Plaza, N. Y.; 
Archer L. Chapin, 18 Park Road, Maplewood, N. J. 

Canadian Jewelers’ Association—Cecil B. Strachan, Fort Wiiliam, Can.; Norman J. 
Leach, 73 Richmond St., Toronto. ; 

Clock Manufact Association of America—Edwa:d Ingraham, 394 North Main St., 
Bristol, Conn. 3 E. T. Dodd, 48 Leavenworth St., Waterbury, Conn. 

co Jewelry Manufacturers Association—A. O. Packer, 17 John Street, New 

; M. E. Stouffer, Sparton Jewelers, Butfalo, N. Y. 

cuciamaaeaeet Institute of America—Board of Governors—Leo J. Vogt, 826 Olive St., 
St Louis, Mo.; 0. C. Homann, 220 S. 16th St., Omaha, Neb. 

Horological institute of America—Frank D. Urie, Elgin, Ill.; Ralph E. Gould, National 
Bureau of Standards, Washington, D. C. 

Jewelers’ Board of Trade—Edgar E. Baker, 101 Sabin St., Providence, R. I.; Horac2 
M. Peck, Turks Head Building, Providence, R. I 

Jewelers’ Security Alliance—Walter Eitelbach, 608 Fifth Ave., N. Y.; Richard 
Murphy, Exec. Secy., 535 Fifth Ave., N. Y. 

Jewelers’ Vigilance Committee—G. H. Niemeyer, 82 Fulton St., N. Y.; P. Irving 
Grinberg, Exec. Vice-Pres., 17 W. 45th St., N. Y. 





STATE 


The names given in ea.h case are those of the president and secretary. : _ 


Alabama Retail Jewelers’ Association—Robert Bromberg, 218 N. 20h St., Birming- 
ham; F. W. Anderson, 1917 2nd Ave., Birmingham. 


ee Jewelers’ Association-—Thomas W. Chauncey, 206 E. Washington St., 
oenix. 


Arkansas Retail Jewelers’ Association—John Stinson, Camden; P. G. Keebey, 111 
Capitol Ave., Little Rock. 

Calife-nia, Horologicat Association of—R. P. Gallien; R. B. Schorsch, 5335 10th 
Ave., Los Angeles, 

California Retail Jewelers’ Association—William G, Stedman, 109 N. Spadra, Fuller- 
ton; Marcus Rice, 1906 Stevenson St., Oakland 12. 

Colorado Masterwatchmakers—Wolff C. Hansen, Oxford Hotel, Denver; D. E. Heigert, 
2847 Belleaire, Denver. 

Colorado Retail Jewelers’ Association—No officers. 

Connecticut Horological Associatin—Secy. Emanuel Seibel, 437 Logan St., Bridgeport. 

Connecticut Retail Jewelers’ Association—Frank S. Coskey, 805 Main St., Hartford; 
Sturman F, Dyson, 54 Main St., New Britain. 

Florida Retail Jewelers’ Association—Eugene Mumpower, 121 E. Flagler St., Miami. 

Georgia Retail Jewelers’ Association—Walter R. Thcmas, 103 Peachtree St., Atlanta; 
Miss Lillian C. Harclerode, P. O. Box 635, Atlanta. 

Hoosier Jewelers Travelers Club—Fritz Fromm, 5939 Guilford Ave., Indianapolis; 
H. R. Haerr, Gruen Watch Co., Cincinnati, Chio. 

Idaho, Horological Association of—Charles Braun, 434 State St., Weiser. 

Wlinois Masterwatchmakers Association—S. G. Brolin, 7929 Colfax Ave., Chicago; 
H. W. Johnson, Room 312, Heyworth Bidg., Chicago. 

Illinois Retail Jewelers’ Association—Charles D. Jacobs, West Frankfort; Charles H. 
Barker, 605-606 Leland Office Bdlg., Springfield. 

indiana Jewelers 24 Karat Club—-E. 0. Little, Auburn; A. S. Rowe, Indianapolis. 

indiana Watchmakers Association—Frank A. Kroetz, Valparaiso; Managing Director 

R. Douglas, 1142 Park Ave., Indianapolis. 

lowa, Horological Association of—E. L. Berner; Ray Wiley, 526 East Locust St., 
Des Moines. 

lowa Retail Jewelers’ Association—H. O. Woodbury, Newton; Wallace G. Boyson, 213 
Third Ave., Cedar Rapids. 

Kansas State Horological Association—P. E. Loomis, 519 Main St., Newton; Norm:n 
L. Osborne, 108-110 N. Topeka, Wichita. 

Kansas Retail Jewelers’ Association—Vane C. Meador, 2 No. Main St.; Hutchinson; 
W. B. Brasfield, 110 Topeka Ave., Wichita 2. 

Kentucky Retail Jewelers’ Association—Nolte C. Ament, 447 4th Ave., Louisville; 
Percy P. Slith, 329 Guthrie St., Louisville. 

Louisiana Retail Jewelers’ Association—Louis J. Bernard, 108 Bronne St., New Orleans, 
Samuel Goldberg, 161 Third St., Baton Rouge. 

Main Retail Jewelers’ Association—Everett B. Coffin, 503 Congress St.,. Portland; 
Matson Tinker, 521 Congress St., Portland: 

Maryland-Delaware-District of Columbia Jewelers’ Association—Sidney J. Ross, 7 W. 
Lexington Ave., Baltimore; Harry Groll, 7th & Shipley Sts., Wilmington, De'. 

Massachusetts Horological Association—Winifred D. Hebert, 1112 Main St., Worcester; 
W. H. Bright, Waltham. 

Massachusetts & Rhode Island Retail Jewelers’ " Association—Harcld Partridge, 
22 Beacon St., Boston; John Peterson, Needham 

Michigan Retail Jewelers’ Association —Albert Niebobr, 200 Monroe Ave., Grand 

Rapids; Howard T. Doxtader, 111 S. Washington Ave., Lansing. 
Michigan Worological Association—Sidney Thompson, Mt. Pleasant; Stanley Gave:, 
200 Monroe St., Grand Rapids 2 
Minnesota Master Watchmakers Association—R. S 
961 Ashland Ave., St. Paul. 

Minnesota Retail Jewelers’ Association—-S. P. Elam, Austin; Morton A. Sauer, 404 
Nicollet Ave., Minneapolis. 

Misseuri Horological Association—Clemens Wolf, 826 Olive St., St. Louis; Joseph E. 
Obmann, 213 Victoria Bidg., St. is. 

Missouri Retail Jewelers’ Association—Harry L. Carter. J. H. Mace Co., Union Station 
Bidg., Kansas City; Fred Sands, 1610 Dierks Bidg., Kansas City. 


Nebraska Horologieal Association—Ashley Conger; Sten F. Nilson, 607 World-Herald 
Bidg., Omaha. 


S. Paffrath, Willmar; C. W. Gaskell, 


Directory of Trade Associations 


NATIONAL 


The names given in each case are those of the president and secretary. 






Jewelry Crafts Association—W. Waters Schwab, 216 E. 45th St., N. ¥.; 8 
Sperling, 20 W. 47th St., N. Y. ee 
Jewelry Industry Publicity Board—W. Waters Schwab, 216 E. 45th St., N. ¥,; 
D. McNeil, 365 Fifth Ave., N. Y. 
Machine Chain Manufacturers’ Association—Adolf Jaeger, 141 Georgia Ave., P; 
R. I.; George Benker, 75 Eagle St., Providence, R. I. 
Metal Findings Manufacturers’ Association—Robert C. Cooper, 301 Friendship 
Providence R. I:; John T. Murray, 151 Exchange St., Pawtucket, R. 1 | 
National Association of Credit Jewelers—Fred “ _Dreifus, Memphis, Tenn. ; 
Wagner, Exec. Secy., 545 Fifth Ave., N. Y. P 
a by ase of Watch and Clock ieteets-tnetee Franks, Jr., ait 
; L. D, Stalleup, 1813 Beechwood Ave., Nashville, Tenn. 
catnalate ‘Gift and Art 7... Ze Underberg, 225 Fifth Ave.; Ge 
Little, 220 Fifth Ave., N. 
National Wholesale Jewelers’ 1a Silas B. Reagan, 36 8S. Penn St,, 
apolis, Ind.; George A. Fernley, 505 Arch St., Philadelphia. 
New England Manufacturing Jewelers’ & Silversmiths’ Association—Fred A. 
Beverly St., Providence, R. I.; Exec. Secy. Edward Otis, Biltmore & 
Providence, R. I. ; 
Precious Stone Dealers 9 ypcgaiiaaaed Stern, 17 John St., N. Y.; Lloyd vy. 
10 W. 47th St., N. 
Sterling Silversmiths Guild i America—Roy Wilcox, eee Silver Co., Mes 
Conn. ; Alexander Vincent, 551 Fifth Ave., 
United Horological Association of America—Jghn J. faa 1427 Third St, 
Monica, Cal.; Orville R. Hagans, 226 16th St., Denver, Col. 
United Di d Manufacturers eo rank Pals, 71 Nassau St.; 
Kipnis, 550 Fifth Ave., N. Y. 
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Nebraska Retail Jewelers’ Association—Harold Sutton, McCook; William J. Bre 
ridge, 643 W. Second St., Hastings. 

New Hampshire Retail Jewelers’ ociation—Mrs. Addie Fiske Goodell, 
Mrs. Elaine B. Pinet, 75 W. Pearl St., Nashua. 

New Jersey Watchmakers’ Association—Hans Decker, 275 Michigan Ave., Jersey € 
Charles Soemer, 29 Oakland Terrace, Newark. 4 

New Jersey Retail Jewelers’ Association—L. J. Rad, 6011 Bergenline Ave., West | Ne . 
York; William Schoppy, 1440 Atlantic Ave., Atlantic City. ; 

New Mexico Horological Association—L. W. Graham, 723 W. Roma, Albuq 
S. Bell, 723 S. Walter St., Albuquerque. Sd 

New Mexico Retail Jewelers’ Association—Bernard Spitz, 76% San Francisco § 
Santa Fe. 

New York and New Jersey Associated Credit Jewelers—Seymour Greenberg, 24 W. 
St., New York; Exec. Secy., William Wagner, 545 Fifth Ave., N. Y. 

New York State Retail Jewelers’ Association—Thomas F. Kavanagh, 39 Water &, 
Newburgh; Lathrop Sunderlin, 76 East Ave., Rochester. 

New York State Watchmakers’ Association—Charles K. Ottarson, Rochester; A. Norma 

* Clement, 45 Owen St., Rochester 13. 

North Carolina Retail Jewelers’ Association—M. Z. Perkinson, 108 N. Maine &, 
High Point; Ernest Neiman, 109 Fayetteville St., Raleigh. 

North Dakota Retail Jewelers’ Association—C. A. Bonham, Bismarck; Iver Lars, 
Mandan. 

Ohie Retail Jewelers’ Association—H. Bruce McCague, 1305 Euclid Ave., Cleveland; 
Hugh N. Beattie, 1117 Euclid Ave., Cleveland. 

Ohio Watchmakers’ Association—L. W. Heimberger, 245 So. High St., Columbus; 
*Frank Foelger, 31 E. 4th St., Cincinnati. 

Oklahoma Horological Association—W. B. Smith; L. F. Wells, 9 W. 9th St., Tulsa 

Oklahoma Retail Jewelers’ Association—George J. Sloan, 20 E. 4th St., Tulsa; Floyd 
L. Kelly, 601 N. Custer St., Weatherford. 

Oregon rg Watchmakers’ Association—Jack Peare, La Grande; Harold Sabr, 
1636 S. E. Miller, Portland. 

Oregon Retail Jewelers’ Association—Joseph F. Gilray, S. W. 10 & Morrison Sts, 
Portland; Exec, Secy. Edward N. Weinbaum, 824 8S. W. 5th Ave., Portland. 

Pennsylvania ee Association—Herman Pedrick, 1218 Chestnut St., Phil 

, 1524 Beaver Ave., Pittsburgh. 

Pennsylvania packs jewelers’ Association—Leonard Helfer, 715 Liberty Ave., Pitt S 














burgh; William Pinkstone, 142 S. 52nd St., Philadelphia. 
oa Retail Jewelers’ Association of Western—John M. Roerts III, 


‘ood St., Pittsburgh; Martin S. Morrow, 504 Locust St., McKeesport. dr 
Rhode ‘aid Watchmakers Association—J. H. Coutu, 49 CIneyville Sq., Providence; : 
John P. Clinton. hi; 


South Carolina Retail Jewelers’ Association—J. D. Rainey, Waterboro; R. J. Om me 
mann, 251 Kink St., Charleston. 


South Dakota Retail Jewelers’ Association—Carl R. Damuth, Redfield, acting seq. Cit 
Tennessee Retail Jewelers’ Association—C. C. Breese, Franklin; D. Monroe Meeks, of 





Dyersburg. 
Tennessee Watchmakers’ and Jewelers’ Association—George R. Harding, 805 Mai the 
St., Chattanooga; L. D. Stalleup, 1813 Beechwood Ave., Nashville. i lat 


Texas Retail Jewelers’ Association—B. L. Turner, 621 Leopard St., Corpus Christi 
H. E. Dill, 402 Steward Bldg., Dallas. 
Vermont Retail Jewelers’ Association—L. J. Bell, Barre; A. Earl Wilson, Springfield 


vrreiie Retail Jewelers’ Association—Charles W. Bowen, Jr., 813 Main St., che | 
burg; Frank Moose, 207 8. Henry St., Roanoke. 

wasting Retail Jewelers’ Association—Charles H. Larne, 1529 4th Ave., Seattle 
Don D. Steward, American Bldg., Seattle. fi 

West vo Retail Jewelers’ Association—Floyd Frazee, 814 Market St., Park 
burg; P. K. Stanford, Elkins, : 
wae. Sg Jewelers’ ee ~*~ 224 W. College Ave., Applet i 
. Anderson, 104 E. Ave a” 
sia ‘aisiauieees preted Hurbis, Racine; B. W. Heald, 339 
35th St.. Milwaukee. 
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HE’S perfect for you! She’s young 

and sentimental. Her hopes, her 
dreams, her plans are tinged with 
high emotion. Yes, and at this mo- 
ment she’s under the spell of an ex- 
citing story by Louis Bromfield, one 
of our really great authors, and one of 
the literary lights who write regu- 
larly for Cosmopolitan magazine. 


| Louis Bromfield has shown her a glamorous world... 





...what a moment fo talk 


fo her, Holmes & Edeneilel" 


Great writing makes great reading! 
And great reading plays upon the 
emotions. It wakens dormant dreams, 
It stirs sentiment. It makes a woman 
want for herself and her home the 
luxurious things she reads about. 

It puts her in a mood that’s tailor- 
made for you, Holmes & Edwards. So 
continue to coddle her craving for 


osmopolitan 


GREAT WRITING MAKES GREAT READING 


FOR JULY, 1945 


your Sterling Inlaid silverplate as she 
dines with Louis Bromfield’s new 
hero. Keep showing her the exquisite 
Sterling Inlaid silverplate designs 
soon to be sold again. There couldn’t 
be a better time to speak. Emotion 
makes wars! Emotion makes mar- 
riages! Emotion makes sales! 

*A Cosmopolitan advertiser since 1913. 





"4 
Emotion makes Wars, 
Emotion naies re 
Emotion makes Sales 


_ Reece 
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EARRINGS SHOULD SUIT THE FACE 
(From page 174) 


clusters, as they overburden the face and make it appear 
lost. Her choice should be the small and delicate de- 
signs, tiny hoops, small single pearls, and any flat de- 
sign that covers the earlobe. 

The large-boned face, nine times out of ten, has the 
greatest width across the cheekbones. For this type, big 
round clusters on the earlobe are good, because her face 
can carry them: On the other hand, large hoops extend 
down to the widest point of the cheekbones, thereby 
emphasizing width.” 

Color of stones, too, is an important factor Mr. West- 
more stated. 

“Just as in choosing shades of make-up, attention 
should be paid to the presence of blue, yellow or red as 
the predominating skin tone. For instance, a yellow 
stone shouldn’t be chosen where the complexion is on the 
yellow side, because it will overemphasize the yellow 
cast. The effect should be to offset and tone down any 
predominating skin tone.” 


Here’s an idea that jewelry stores might use for a 
window or interior floor display in furthering the sale of 
War Bonds for the “Mighty 7th.” W. & J. Sloane, New 
York City, arranged a variety of clocks on tables and 
chests in their window. Scrawled in handwriting across 
the glass they said, “Don’t waste a minute—Buy Bonds 
HERE, NOW!” 


RUBY—THE BIRTHSTONE FOR JULY 
(From page 176) 


red is probably a fruitless argument at present, byt 
the value of that chromium, when figured in terms of 
the ruby or emerald which it makes, would make radiyn 
seem a Woolworth bauble. 

Corundum is a fairly common mineral and one of the 
hardest known. As a matter of fact, it is the secong 
hardest mineral, and it has no rivals, as do the softer 
gemstones, for its place on the classic, but arbitrary, 
scale of. mineral hardnesses known after its formulator 
as Mohs’ scale. Ten in this scale is diamond, and nine 
is corundum; though if the truth be told, its hardness in 
relation to the diamond is far less than this position 
would suggest. It is only that so great a gap exists in 
the natural compounds. : 

Corundum has no cleavage, but sometimes shows a” 
parting which is mistaken for cleavage. Parting ig a 
tendency to break in plane surfaces along definite parallel” 
planes, not in any parallel plane of a given direction, 
This is caused by multiple twinning which makes certain 
planes in the crystal susceptible to easy fracture. 

Because of its great hardness ruby takes a fine polish 
and retains it. It is a relatively heavy stone and it has 
a high refractive index, which means that it can be made 
into brilliant gems which will wear well and look well, 

The finest quality rubies are found at but one locality 
in the world, the exploitation of which, according to re- 
ports, has never paid returns on the kind of investment 
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‘People who own silver 
are people who want 
¥ Golden-h ued 

- Dirilyte 


Aneny: customers to i you have sold all 
the silver they can use have now learned ~ 
about Dirilyte — have seen how beautiful it — 
is in color, brilliance and design. Bring those 
cust mers back to your store to buy additional 
and hollowware services of Dirilyte, ia 
soon as it is available. ; 


‘This remarkable-golden-hued metal has cre. 
‘ated a new, more colorful concept of table 
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Greil? 


Buckshot peppers a wide area. True, 
you're bound to hit what you planned to, 
but you hit a lot of unnecessary 
territory, too, waste ammunition. 
Bullets go where they're aimed. 
Don't waste circulation. Aim your selling 
message at the customer-group that 
literally moves mountains of merchandise 
— the readers of MADEMOISELLE. A mammoth 
mass-group? No, a highly selective group 
with mass pulling-power! It'sthe group __ 
so influential that upon publication of one store’s 
ad,* they created an immediate demand for 6000 
sweaters in a town where MADEMOISELLE’S circulation , 
was only 1000. How come? The readers of this 
magazine have such confidence in the merchandise 
advertised between its covers, that they not only 
buy for themselves, but exert a strong 
influence on others to buy. 
When you're in a buyer's ‘market again, 
and when space is available in MADEMOISELLE, 
aim your advertising at the young reader-audience 
that always has bought, and will continue 
to buy at a terrific rate, the worthwhile 
merchandise advertised in MADEMOISELLE. 


<> WOMEy 4 *name on request 


ps ‘MADEMOISELLE, 









BUY 
WAR EDITORIAL OFFICES: 122 E. 42 ST., NEW YORK 17 + ADVERTISING OFFICES: 122 E. 42 ST., 
NEW YORK 17 + 230 N. MICHIGAN AVE., CHICAGO 1 + 403 STATLER OFFICE BLDG., 
BONDS BOSTON 16 + 101 MARIETTA, ATLANTA 34 - 702 GARFIELD BLDG., LOS ANGELES 14 
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required for large scale operations. Considering the 
comparative rarity of corundum occurrences of gem 


quality, we shculd probably not be surprised at this. 


Corundum is found in two types of deposits, in meta- 
morphic rocks and in pegmatitic, but the famous Burma 
ruby mines seem to be situated in a metamorphic lime- 
stone rock, now completely altered so that corundum, 
both ruby and sapphire, has formed in it, along with a 
lot of other silicates. (Metamorphic rocks are rocks 
which have been changed through heat and pressure, and 
often through the introduction of solutions from igneous 
sources, so that new minerals have developed in them 


to take the place of the originally formed compounds. ) 


BURMESE RUBIES FINEST IN WORLD 


Burmese rubies have long been famous as the finest of 
the world. However, as with some of the other gems, 
the part of the name that refers to the locality has come 
to mean a quality of stone rather than the exact source 


from which it came. According to popular and undesir- 
able usage, the finest true pigeon-blood red with a 
slightly bluish tinge is called a Burma ruby; while the 
term Siamese ruby is used for stones with slight yellow 
or brownish tinges; and Ceylon ruby is the name given 
to rubies of the slightly paler hue characteristics of those 
found in the gem bearing gravels of that island. All of 
these terms are undesirable. It would be far better if 
the jewelry trade would get a series of simple modifiers 
describing color, and stick to them. 


The true Burmese rubies are found in the Vicinity of 
Mogok, principally in gravels, but occasionally in place 
in the rock. The crystals, like so many of the gem 
group, are hexagonal, and often they are very different 
in outline from the crystals of the related species, Sap- 
phire. Sapphire crystals tend toward elongation while 
the ruby crystals are commonly flattened, and at most 
are only slightly elongated. All of them seem to be 
truncated with a flat face. Most of the Mogok crystals 
are small, and only a few are large enough to produce 
large size gems. The yield has never been high, and 
like all gem mining, the operation is quite a gamble, for 
one can never be sure what each day’s work will produce, 
The record of production is one that should give the 
buyer confidence in the maintenance of the value of 
rubies; for the present day synthetics offer little real 
competition to fine natural stones. 


FLAWLESS RUBY PRACTICALLY UNKNOWN 


Like a flawless emerald, a flawless ruby is almost un- 
known, and such a stone is naturally suspect merely be- 
cause of its perfection. Usually we find enough imper- 
fections in a natural stone to assure one.of its nature, 
These are such things as color bands, “‘silk’’ from slender 
rutile needles or tabular inclusions, or “negative crys- 
tals,” which are cavities with the angles and planes of 
a real crystal. All of these means of identification serve 
to guide us when we wish to assure ourselves of the 
authenticity and natural origin of a stone. Many peo- 





AN IDEAL JEWELRY METAL 





An all-precious metal that stays white 
and retains its high polish. 
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SINCE 1875 


THE AMERICAN PLATINUM WORKS 


N. J. R. R. AVE. at OLIVER ST. 
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ple might think that a gem which requires so much ex- 
rience, training and equipment before it can be told 
from its man-made reproduction, has lost its value; but 
there are still plenty of people im the world who ap- 
preciate an object of great rarity and who will pay the 
rice of genuine stones, in full knowledge that perfect 
synthetics are available at a fraction of the cost. 


Rubies have such an attractive color that they have 
long been known and loved by man. Since red is a 
fairly common color among the gems, they have naturally 
been confused with a number of other stones, most often, 
probably the garnet. Many of the legends that are as- 
sociated with the deep red carbuncle, are also recounted 
for the ruby, and probably the two stones were often 
considered to be identical in the good ingenuous days 
when people thought that color meant something in 
minerals. Even in relatively recent times, spinel has 
often been mistaken for the ruby; the best known ex- 
ample of this is the case of the Black Prince’s Ruby, of 
the British Crown Regalia, which is now known to be 
a spinel; though none the less remarkable esthetically or 
historically on that account. : 


WEALTH OF ANCIENT LORE 


Many of the legends of the ancients which were ap- 
plied ambiguously to red stones, the carbuncles, should 


ing color the myth arose that they contained an internal 
fire, a fire which could not be quenched nor concealed no 
matter what cover were placed over it or what cloth 
wrapped around it. A ruby in water was thought to 
warm it, eventually bringing it to a boil. Sometimes sex 
was attributed to gem stones, including rubies, and the 


ones as female. 


In recounting these ancient myths, one would naturally 
think that their truth would have been tested since so 
many of them could, have been proved or disproved by 
a simple trial, such as putting a ruby in water to see if 
it would actually boil. The explanation of their perpet- 
ustion probably lies in several factors, chiefly, the lack 
of scientific curiosity among the people. If Pliny wrote 
that something was so, a failure to make it work in a 
subsequent test was attributed, not to an error on Pliny’s 
part, but to some fault or mistake of the tester. A gen- 
eral lack of knowledge led also to an uncertainty about 
the nature of materials. If some test failed to work, it 
might be concluded that the gem in question was not 
genuine or had perhaps lost its power in some way. Fur- 
thermore, superstitious fear prevented many from trying 
to summon up the devil, even though they may have 
thought they had the means to do so within their grasp. 
Self-styled seers and prophets were willing then, as 
now, to exploit the gullible,.and superstitious peasants 
were often deceived by tricks. All of these factors led 
to the perpetuation of many ideas which to us seem 
absurd and obviously fallacious. 

Like many stones, rubies were thought to have the 
power of foreseeing unhappy events. There are many 
legends of rubies that turned dark upon the approach of 
} ill fortune and became brilliant again when the future 
} Promised better things. As with other red stones, an 
(Please turn to page 221) 
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really be attributed to the ruby. Because of their glow- | 
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darker stones were thought of as being male, the paler | 














What'll happen when they | 
demand ‘Quality at a Price’? 


ie youre going to get 
your share of postwar cus- 


| tomers—customers who will 


buy any appliance y6u stock. 


But when the buying spree 
is over, when women demand 
“quality at a price”—how will 
you stand? 


Will you have an appliance 
line that keeps on selling for 
you—in your customers’ 
homes? A line that continues 


to bring new customers into 


your store—and keeps old 
ones sold? A quality line that 
means quality profits? 


We believe you can look 
forward to this kind of busi- 
ness when you carry Manning- 
Bowman’s “Quality Quins”— 
like. the popular Smokeless 
Table Broiler shown above, 
just one of a famous family 
of M-B appliances. 


Manning-Bowman has 
meant quality to housewives 
since 1857. Today, it means 
best to thousands of women. 
After the war, this “hotline” 
is going to mean more busi- 
ness for dealers everywhere. 


Will you be one of them? 


Manning- Bowman 
Means Best 


MERIDEN, CONNECTICUT 


THE LINE THAT'S ALWAYS IN DEMAND 
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WE DO NEED 


YOUR OLD GOLD 


to keep our refinery operating at near ca- 


pacity. It.is because of volume that we can 


render refining service on an economical 


basis. 


Every grain of gold, silver and platinum 


group metal reclaimed in our refining de- 


partment is used in supplying manufactur- 








wire, solder, etc. 


SATISFY 


Oxy foficl ~ 
MANUFACTURERS 


WASHINGTON STREET, CHICAGO - 
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That is why 
DEE CHECKS 


ing jewelers with 
their needs in plate, - 


and it will pay you 
to ship direct to DEE 








Can You Help Me? 
My Display Problem Ig, 


——— 
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by VIRGINIA DIXON 


Readers’ questions about window and inside-store 
will be answered in this department each month by Miss Vir. 
ginia Dixon, one of America’s topnotch display experts whoy 
talents have been brought to a focus on the jewel 
Miss Dizon is already well known to JC-K readers q 
author of many stand-out articles on jewelry store display, 


mow that the dimout restrictions Sania been lifted, 
we would like to purchase new lighting equipmey 
for our windows. Is it possible to buy such equipmen 
now or will it have to wait until after the war? (Cy 
you suggest sources for such equipment?—W. D. 


Answer—Limited quantities of display lighting fy. 
tures are available now and it is expected that greater 
variety and quantity of such fixtures will be ready som 
after July 1. These will be the standard pre-war equip. 
ment. New and improved types are being developed, byt 
these will not be ready until all manufacturing restric 
tions have been lifted, probably not until after the wy 
is over. 

I suggest you write for catalogs to Display Stay 
Lighting Company, 102 West 8rd Street; Klieg 
Brothers, 321 West 50th Street and Century Lighting 
Company, 419 West 55th Street, all New York. 


° | 
AVE you suggestions for “pepping up” summe 

window displays? We are planning to have om 
store air-conditioned after the war, but this summer ¥ 
would like to at least be able to make our store and wit 
dows look cool and inviting.—S. G. O. 


Answer—There are many things you can do to malt 
your summer windows more attractive and inviting. If 
your present backgrounds are dark, try to lighten then 
in some way. Replace velvet or plush draperies or panel 
with a smooth textured fabric in a cool color such# 
green or blue. Cover dark woodwork with fabric cor 
ered panels. Get some of the new lucite and glass dis 
play fixtures. They look cool and attractive. Mir 
plaques are particularly good in summer windows, ~ 

Pots of fern or ivy in the window and around tt 
store require care, but they help greatly in making & 
atmosphere refreshing. You can also get grass matting 
for the window floor. 

You can make your windows good summer merchat 
disers by featuring dramatically items for summer dres 
and entertaining ... plenty of gay, bright jewelry, color 
ful pottery, tall tebe: pitchers, ice tubs and so forth 
This is a good year to stress summer entertaining “# 
home.” One “trick” for such windows is to crumpl 
clear cellophane in glasses and pitchers. Looks 
markably like cracked ice! Pleated paper fans or paifh 
ed palm leaf fans are decorative and gay. 

If you want to look really “chilly” you can of cours 
make snow piles and snowmen out of cotton, and ct 
icicles from shiny silver paper. You can also buy artt 
ficial snow. 

An essential for attractive summer windows is scrupt 
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lous “good housekeeping.” Dust in cold weather isn’t 
really pretty, but dust and heat are intolerable. 


HAT kind of paper do you suggest for window 
copy cards. The cardboard our sign-writer uses 
does not look very nice for a jewelry store window.— 


V. F. J. 

Answer—From your local art supply store you 
should be able to get Illustration. Board in various 
weights which has a nice finish for window cards. Still 
nicer, if they have it, is Whatman.paper. This has 
deckle edge and very nice quality surface. 

If you want lettering done on colored paper, there is 
a Deck-L-Edge illustration paper which comes in a 
variety of nice colors and white in a soft eggshell finish. 
This is distributed by Coy-Disbrow & Co., 686 Green- 
wich Street, New York. Marquardt & Co., 153 Spring 
Street, New York, have a nice selection of display papers 
in many colors and finishes which would be suitable for 
window cards”and posters. 

‘ 

N one of your recent articles, you suggest the*use of 

painted wood surfaces for jewelry display. We agree 
with you that this is practical, but wonder whether it 
gives as much a quality effect as fabric and whether other 
jewelry stores are using it. We are planning new back- 
grounds and fixtures and want them to be up-to-date, but 
also to be appropriate for jewelry.—F. P. A. 

Answer—A beautifully satin finished paint surface, 
it seems to me has as much quality appeal as nice fabric 





and much more than many of the cheaper quality fabrics 
that are about all that are now available. In most cases, 
jewelry pieces are shown on individual pads or holders 
which generally are fabric covered. In such cases, the 
jewelry is not laid directly on the wood elevation. Painted 
wood certainly is nice enough for the fixtures which sup- 
port such jewelry pads. 

Fine fabrics are rich and soft and generally flattering 
to jewelry when stretched smoothly over pads, elevations 
or the window floor itself. Laying the jewelry on 
“puffed” or draped lengths of material does not show 
the pieces to advantage. The lines of the small pieces 
of jewelry get lost in the folds of the fabric. Fabric 
tends to catch and hold dust much more than a painted 
surface and also fades much more quickly. Painted fix- 
tures and backgrounds are being seen more and more in 
high class jewelry store windows and show cases. 





BROADCASTS NEWS FROM STORE WINDOW 


The Kay Jewelry Co. of Jacksonville, Fla., doesn’t 
depend solely on the attractiveness of the gems dis- 
played in their windows to draw prospective customers 
over to get a good look. The company sponsors “The 
Daily Journal of the Air,” a quarter-hour program of 
news over WJHP, but instead of broadcasting it from 
the studio, originates the show from the front show win- 
dow of the store. The newscast is carried to the street 
by loudspeaker. 
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dee: have sound plans and money- 

making ideas for your post-war 
prosperity— but they're second to the 
policy of helping you today! There's 
no easing up in our efforts to fill your 
requirements. That's why it pays our 
customers to visit our showrooms where 
there's a desirable selection of 


merchandise. 












CUSTOMERS HAVE A BLACK LIST, TOO 
(From page 202) 


Some organizations have installed complaint boxes. 
In this box any employee may deposit any criticism or 
complaint about any part of store operations. On the 
meeting night these unsigned complaints are brought out 
and read. They may cause some red faces, but most 
errors thus brought to light do not occur again. 

It is generally preferable to let the complaints be un- 
signed, as this encourages franker comment. And it need 
not be feared that the anonymity will lead to petty or 
frivolous criticism—the fact that the notes are read in 
public puts the brakes on that. 


ACCENT THE POSITIVE 


The suggestions above have been largely developed 
along the lines of finding errors and correcting them; of 
finding something WRONG and setting it right. How- 
ever, this is the negative approach. And in store opera- 
tion, as in selling, the negative approach is not good. 
“Accentuate the Positive.” In other words, instead of 
merely finding what is wrong after it happens, make a 
strong effort to find what is wrong BEFORE it happens, 
and then prevent it happening. Then instead of finding 
fault, you can pat the employees on the back for things 
being right. 

‘And don’t forget those back slaps. They are worth 
more than many of you realize. 


Just as your employees contribute to your successful 


operations, they should share in your profits, Make 
them a part of the organization and show them you Mean 
it by giving bonuses based on your net profits, or some 
other arrangement that will show them that they per- 
sonally benefit by making the store prosper. There is 
no hard and fast formula that will fit all stores alike— 
work out the details best suited to your own firm and 
your own employees. 


Some employers, no doubt, if they have reached this 
paragraph, will stop right here. But the Psychologica} 
advantage of a satisfied force, may be worth much mor 
than the amount you pay out in such a plan. The heag 
of a very large sales organization once said that the best 
paid, best dressed salesman was usually the best sales. 
man. He did not feel inferior to any customer. He was 
not hampered with the complexes of the poorly paid map, 
Hence he could do a better job. 


After the war it may again be both possible and prae. 
tical to send department heads to the various factories 
for special orientation and background training. Fo 
the moment that is impossible, so you must do the best 
possible job under war time conditions if you are to be 
ready to meet the exceedingly steep post-war competi- 
tion that awaits the jeweler. The post-war dollar may 
be harder to get, and other industries are most cer 
tainly laying careful thought out plans to get their share, 
No one is looking out for you but yourself. 

The training of store and sales personnel is NOT just 
a matter of taking a new employée and turning him 
loose in the store with a hope that he will learn some 














The unique styling and charming stone 
colors of these sprays assure quick sales 
and profits. Order by number in any as- 
sortment of_sets at 


$1 44 per Dozen 


No. 4/1—Stones in leaves and center. State finish 
wanted. 

No. 469—Embossed Maple Leaves with choice of 
colored stones. 

No. 4/0—Extremely popular with the younger crowd. 





MID CONTINENT JEWELRY COwastincrovo- 
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Order by number direct from this ad. 
Terms C. O. D. until credit is established. 


WINNERS for 
Fall and Winter Sales 


Available for immediate delivery, are these three sprays and matching ear- 


rings in an assortment of 8 different 
colored stones. Offered in sets only 


14 size. Supplies are limited. 
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and in yellow or coral gold electro 
plate. Photographs are approximately | 
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thing. Some will; other will not. Such a method might 
york in a.tén cent store or a meat market, but not in 
, retail establishment where quality merchandise must 
be properly displayed and intelligently shown to be sold. 

In stressing the necessary training of department 
heads, I do not suggest that such training be confined to 
them alone. By no means. It should start there. Good 
training must begin at the top and be passed on down to 
every employee. Then by a careful checking of results 
and constant alertness for new ideas and suggestions, 
each employee and the firm will reap the benefits of the 
experiences of all. 

Such an organization as outlined above will be neces- 
sary if the retail jeweler is to hold his war time gains 
against keen competition that is certain to be his after 
victory. After such an organization is functioning and 
store routine and detail has been thoroughly mastered, 
you are then ready to begin training the sales force in 
the arts of MAKING the customer WANT what vou 
have to sell. ; 





RUBY—THE BIRTHSTONE FOR JULY 


(From page 217) 


association of ideas made the ruby a stone of curative 
value for any sort of bleeding. Red was the strongest 
color, and as such was the color of Mars; on a man it 
signified command, nobility, lordship, and vengeance. 
Consequently, it was appropriate as a man’s gem. Rubies 
were thought to have caste: the deeper colors were of 








the highest caste, but stones, too, could lose both. caste 
and supernatural power by coming in contact with the 
paler stones of a lower caste. In the older breastplate, 
ruby was the stone for December, but in modern times it 
was thought more appropriate for a warmer month; 
hence, we have ruby as the jeweler’s birthstone for July. 





LOST WATCH FOUND ON DEAD JAP 


When -David Greenwald, Aurora, Ill., jeweler, sold 
B. E. Hunt a wristwatch some eight months ago, he 
never intended it to be worn by a Jap warrior. Yet, 
that’s exactly what happened. The watch was taken 
from the wrist of a dead Jap recently, and, incidentally, 
cleared up part of a mystery that has been bafiling postal 
authorities ever since Mr. Hunt mailed the timepiece to 
his son, Pvt. Elmer Hunt, who is fighting with the U. S. 
Marines somewhere in the Pacific. Pvt. Hant declared 
he never received the watch. 

In spite of tracers sent out by the postal authorities, 
whereabouts of the watch were a mystery until Pfc. Wil- 
liam Chell removed it from the dead Jap. Chell then 
wrote a letter to the company from whence the watch 
came.- By means of the watch’s number, the maker was 
able to identify the Aurora jeweler as the one it had been 
consigned to. 

Greenwald contacted Mr. Hunt, and both wondered 
how the Jap got the watch. As far as Mr. Hunt knows,. 
his son is still alive and in action in the Philippines. At 
any rate, the watch is once more on its way to Pvt. Hunt 
after the Aurora jeweler had checked its accuracy. 














FLASH FROM PROVIDENCE 
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BR303 Sterling Barrettes 
B206 


Orders shipped open account to rated jewelers; 
others please send check in full or instruct to 


ship C.0.D. money back guarantee. 





Sterling Bangle Bracelets, Good Weight, Asso:ted Patterns 
M1504 Simulated Pearl Beads on Sterling Rosaries in Display Box 


Ladies’ Sterling Silver Identification Bracelets, Good Weight. Boxed........ Doz. 15.00 
Ladies’ Gold Filled Identification Bracelets as above. Boxed | 
Men's Gold Filled Identification Bracelets, Heavy Weight. Boxed............ Doz. 55.50: 
1607/A_ Men's Sterling Silver Identification Bracelets, Heavy Weight. Boxed......... Doz. 30.00 
ida ae ia eee Doz. Pairs 10.50 


7.50 





We Guarantee Every One of the Above Items’ Outstanding Values 


H.L.HIRSH & CO. 


183 EDDY ST. PROVIDENCE 35, R. | 
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The Girl in the Ad on Page 206 


Here’s a close-up of Rosemary Collins—the lovely dreamer in 
our latest International Sterling ad. 


That rare person, a born New Yorker, Rosemary is married 
to a Scottish husband, who for 16 months piloted a Mosquito 
bomber with the R.A.F. And—to the surprise of people who 
mistakenly believe all models are on the gay-butterfly side— 
Rosemary is also the mother of a two-year-old daughter. 


Rosemary has been modelling for three years now, and is 
currently with the Society of Models. She found this particu- 
lar pose more restful than most. 


After the sitting was over, she wore a camellia home—not 


_ THE camellia, however, as it was pretty limp after its session 


under the hot lights. As a matter of fact, six camellias in all 
were necessary: a couple for posing and for the test shot; a 
couple for the actual photograph; and a couple of spares, just 


| TERLING 


SMITH 


FiwpLe THreEap, one of 
our most popular pat- 
terns, is available in 
place setting pieces. 

Just as soon as normal 
production is resumed, 
we will make all table- 
ware in this design. 

Every item is listed in 
our attractive illustrated 
folder . . your cus- 
tomers should have one. 














Send for your supply 


FRANK W. SMITH 
Gardner, Mass. 


Silversmiths for Over 
Half a Century 








KEY DISPLAYS TO CURRENT SEASON 


(From page 204) 


displayed 50 cents can invariably be added to the price 
and on sale of 500 units, a reasonable figure from ay 
really good window, there’s $250 in extra revenue made 
with a six dollar investment.” 

In the same way that he creates attractive Settings for 
his merchandise in the windows, Mindlin establishes 
settings for major pieces in the store. Here, again, the 
policy sells merchandise and usually makes possible q 
much higher than average mark-up. 

For example, some time ago Mindlin paid $40 whole. 
sale, for a fancy lamp. He knew he was taking 4 
gamble but he personally liked the piece and decided ty 
see what he could do with it. Although the lamp was 
marked at only $60, nobody in the store could sell it 
So Mindlin placed the lamp on an attractive throw on, 
small table and set it off by itself—away from any 
other major piece in the store. On the showcard he 
lettered the single word, “The Commodore,” put on the 
price, $75. The lamp sold the first day it was so dig- 
played—and for $15.00 more than the previous price. 

In another case, Mindlin had been unable to sell g 
stock of 25 cent salad forks—some merchandise which 
came in on a premium deal. In disgust, he finally laid 
out several samples on a piece of silk, marked them at 
one dollar. He sold the entire lot in one week. 

In the windows and inside the store, Mindlin makes it 
a point to keep merchandise segregated by type in such 
a way that one piece won’t detract from the value of an- 
other in the eyes of the customer. For example, he found 
that when an ivory toilet set and a sterling set were 
displayed side by side, the sterling set became worth only 
about 10 cents on the dollar. The merchandise wasn't 
changed a bit but by contrast the sterling lost mich of 


‘its value in the eyes of the customer. 


Mindlin, makes it a point never to place an object flat 
in the window. By displaying it on a step or by turn 
ing it on its side, attention value is greatly increased. 

And here’s another little tip from Mindlin—display 
merchandise in a right-handed position, even when the 
merchandise is placed for actual use by the ordinary 
person, it has a more attractive appearance than other- 
wise. 


“There’s real psychology involved in successful win- 
dow trimming,” Mindlin concludes. “Make it your busi- 
ness to learn how customers think, apply those prin- 
ciples, and you can’t go wrong. Analyze the windows 
of other stores—not necessarily in the jewelry line. 
Figure out why you personally like or dislike them and 
act accordingly.” 


Heroes have been presented over the radio but did you 
ever honor the person or persons in your community with 
the most relatives in the armed services. Binghamton, 
N. Y., presented mothers and fathers of servicemen who 
spoke first of their sons and daughters in service and 
then issued Bond appeals. If radio is a part of your 
advertising budget there might be an idea here for 8) 
weekly feature during the 7th War Loan Drive. J 
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SOOTHING THE ANGRY CUSTOMER 


In men, it is called temper, in women, temperament; 
but in all folks today it is war nerves. People are easily 
upset, often cranky, and prone to fly off the handle at 
slight provocation. Consequently, the smart jeweler 
should become something of an expert in handling the 
war-distraught individual; in other words, he should 
become expert in soothing. the angry customer. Here 
are some tips to help him: 


1. Having the right attitude when confronted by an 
angry customer will go far toward converting him to a 
firm friend. Never more than now has the slogan “The 
customer is always right” been truer. When an angry 
customer invades your domain, do all in your power to 
agree with him. Show him you realize (if at all prac- 
ticable) that a wrong has been done him. If possible 
(after agreeing with him) show how this bone of con- 
tention occurred through no fault of the company’s. 
Finally do what you can to make things right for him. 
Carry this attitude through—generally—in your deal- 
ings with angry customers, and you will do much toward 
building company good-will. Never, on the other hand, 
permit yourself to become argumentative, excited, angry, 
or upset. 


2. Let your attitude of “customer cooperation” carry 
over to your sales people and other personnel coming in 
contact with the public. Educate employees to be diplo- 
matic in dealing with angry customers. Lecture to them 
yourself on just how such individuals may best be han- 
dled. Better still, have typewritten or mimeographed 


instruction sheets telling specifically how angry custom- 
ers are to be dealt with. 

3. If in your organization there is one person better 
than all others in dealing with war-nervous customers, 
instruct sales people to refer especially trying com- 
plainants to him. They should be trained to handle the 
ordinary angry customers. 

4. For purposes of good-will, it is often good policy 
to write a letter of apology to all individuals who com- 
plain. This holds true whether the complaint reaches 
you by mail or in person. A letter of apology, stating 


- why the error occurred, and stressing how valued the 


complainant is as a customer, often will work wonders 
toward keeping profitable friendships. 

5. Certain forms of complaints . . . due to war short- 
ages, labor troubles, etc. . . . are unavoidable nowadays. 
A few well-placed newspaper advertisements, and even a 
store poster here and there, will work wonders toward 
preparing customers for the worst . . . in advance. 

6. Getting in the first blow is often important where 
potential complaints are concerned. Thus, if you know 
a delivery is late, an order is not completely filled, cer- 
tain materials had to be substituted in an order, then 
apologize before an irate customer has time to complain. 
Do this by phone or letter. For the more common com- 
plaints, another plan is to enclose an apologetic, printed 
slip with the order. 

7. Avoid using the war as an excuse . . . unless such 
is actually the case. People are getting tired of having 
everything in the world blamed on the war . . . and such 
an excuse has worn out its welcome. 
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These plaques 
are cast metal, 
24 karat gold 
plate. 
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So that this Service Plaque may be personalized, space is 
provided on it for attaching the insignia of their personal 
rank, service and accomplishments. These insignia are 
furnished. 

Adequate space is also provided for attaching their own 
wings, ‘collar, shoulder insignia or any other symbol of 
service that further personalizes their plaque. 

As the illustration indicates, the small frame at the bottom 
is designed for showing their battle ribbons and citations. 


DESIGNED FOR MEN AND WOMEN 
OF THE U. S: ARMY — 


Their Insignia are Badges of Honor 


* THEY ARE PROUD OF THEM. 
%* THEY TREASURE THEM. 
%* THEY WANT TO DISPLAY THEM. 


This personalized Military Service Plaque was designed so that 
the folks at home could proudly display the symbols of service 
and achievement of their loved ones that are in the service. 


NOTE— 


Additional frames are available. These frames are pro- 
vided with suitable means for attaching them to the 


maa PRICE 
ji with ee hea 


Cc J. 

frame, Minimum quantity. 
8 M4 F.O.B. 

1 Doz. Chicago 

Extra frames 75 cents each. 





Plaques come individually 
packed and include one at- 
tached frame and 68 die cut 
symbols in color. 


*% SERVICE PLAQUES FOR THE NAVY AND MARINE CORPS AVAILABLE SOON 


BRINKMAN a COOK... /Vlerchandse (Mat, Chicage 


ZONE 54 





POR JULY, 1945 
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FOR HONEST RETURNS 
IN 


SWEEPS 
FILINGS 
~ SCRAP. 


GOLD PLATINUM 
JOSEPH B. COOPER & SON 





SPE 
Refiners & PRECIOUS 
Smelters METALS 
OFFICE: 
FACTORY: 


26 JOHN STREET, 


BROOKLYN, N. Y. NEW YORK CITY 








YOUR REQUESTS 
ACKNOWLEDGED 





KEYSTONE is elated to keep in step with 
our faithful jobbers. These rings are only two 
from the series of six which we manufacture. 


10K and 14K 
Always Ready to Serve 


KEYSTONE 


- Jewelry and Mfg. Co. 
101 Maiden Lane New York 7, N. Y. 


Designers Manufacturers 
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8. Last of all, make an effort to keep track of Cus: 
tomers who complain. If necessary keep a file of them 
Periodically check up to see whether or not these ind. 
viduals are still doing business with you. If they are 
rest assured your system of handling the angry custome ’ 
is operating satisfactorily. If not, revise your system 
on a common sense basis. Put yourself in the shoes of 
each complainant. Do you give him the treatment you 
would like to receive were you in his place? Make every 
effort to keep complainants in your family of customers. 
Invite those who do not return voluntarily to attend 
some special event in your store. A little personal inter. 
est here will work wonders in building store friendships ! 


* McCALL'S FEATURES NEW NECKLINES © 


Ingenious uses for odd pieces of jewelry and bits oj 
colorful ribbon were suggested to readers of a recent 
issue of McCall’s magazine. ‘The article gives its readers 
ideas on accomplishing and complementing the new high 
necklines. Grandmother’s heart-shaped pin attached to 
a ribbon throat band makes an effective choker or dog- 
collar; and on a severely cut, high-necked dress, or on 4 
plain turtle-neck sweater, a series of three amusing pins 
may be used around the collar, like a necklace, or ona 
slant from one side, or straight down the front from the 
center of the neckline. ; 

For the one-earring loser, the article suggests that 
they be clipped or sewn, unmatched, to the sides of a 
split-front neckline. Their gay variety gives a couturier 
look to a plain dress. 

Gay bits of ribbon may be salvaged by cutting them 
into five-inch lengths, snipping ends into a V and gather- 
ing them all together in the middle into a vari-colored 
flower cluster to perk up a tired dark dress. Another 
“‘perk-up” may be accomplished by starting with a hand 
some pin fastened at the center of a length of colored 
grosgrain ribbon tacked neatly down from each shoulder 
—like a royal order. 


HANDMADE MINIATURE TEA SET 95 YEARS OLD 











This miniature set, complete with tea pot; creamer, sugar bowl, 
tongs, six cups, six saucers, six spoons and tray—24 pieces in all 
of hand-chased sterling, is owned and now on display at the Church & 
Company, 480 Washington St., Boston, Mass. It was made in 1850 

and is complete to the most minute detail. 
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WAR NEWS SELLS STORE NAME 


With rumors of victory in the European theater of 
war and public interest in the news at a fever pitch, the 
Sallan Jewelry Company, Detroit, Mich., made the most 
of this interest by making their store. window a center 
of news which drew a continuous crowd of people. 





The name of Sallan's Jewelry Store, Detroit, was a public topic 
of conversation when the store capitalized on VE-Day interest by 
showing latest world news in their window. 


The store obtained an International News Service 
teletype from the local INS outlet, The Detroit Times, 
and set up a dispatch system. Four spindles were set 
up in the back of their window and as the latest reports 
eame over the teletype, the sheets were added to those 
already hung on the spindles. The window, inciden- 





tally, contained very little merchandise, but enough, so 
that those who read the news were aware that the store 
sold jewelry. 


While the stunt was not designed to bring immediate 
results in the way of business, it served its purpose of 
making the public aware of the store name and creating 
potential customers who would probably not have known 
of the store before. 


SCOTCH TAPE USEFUL IN DESIGN TRANSFER 


John Lindsey, Jr., president of the Scott Jewelry & 
Optical Co., Inc., of Laurel, Miss., writes that he has 
found that ordinary Scotch tape is very useful in trans- 
ferring engraving designs, making a better transfer than 
the ordinary transfer pad. 

The design can be placed on the work exactly where 
wanted, he states, and the use of the tape facilitates 
transfers between different shaped surfaces. Also, the 
transfer tape can be placed on a black card for a perma- 
nent record of the design or, by the use of powdered 
rouge instead of chalk, a permanent record can be placed 
in the customer’s ledger sheet. 

He has also found that mats can be made from lino- 
type slugs which in turn can be transferred with Scotch 
tape to the work. The method is no different from that 
used with the ordinary transfer pad except that a little 
burnishing is necessary when the tape is applied to the 
design and again when it is applied to the work. 




















STERLING SILVER 


Every jeweler has a certain amount of “dead stock” in inactive patterns of sterling 


flatware that cannot be filled in at present. 


We are interested in purchasing this silver and will pay the pre-war cost for any 
standard patterns, no matter how large the quantity. 


It is very often an accommodation to customers to recommend a firm that will pay a 
fair price for their used silver and not on a metal basis. 


We will pay the expressage and make a definite offer for any silver of this kind the 
same day the shipment is received. If the offer is not accepted we will return the mer- 


chandise express prepaid. 


We are also interested in purchasing ANTIQUE and USED JEWELRY to any 


amount. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS | 
JULIUS GOODMAN 


Reference: The Jewelers’ Board of Trade 


TENNESSEE 
JOSEPH A. GOODMAN 
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Popular Priced \p 
Ladies Wedding Bands| 


In widths from 


In 3, 3A, In all dimensions 
2mm to 10mm 5, 6!/2mm 


GOLD and PALLADIUM 


(ve ror MEN’S 
ann LADIES 


Made in 14Kt Yellow Gold 
Wedding Rings | Sizes from 5 to 8 
Net Price $6.75 each 
AVALLABLE-IN 11 SOLDERS and ALLOYS 
10K and 14K WwW 


For immediate delivery Order Today 
e carry a complete line of SOLDERS 
YELLOW and PINK GOLD and ALLOYS for use on all Karats 
AND PALLADIUM 


and Colors of Gold and Palladium A A RO the L El K | wi D 


SASH wining Ca cet ee 


New York 2, N. 
WaAlker 5-8869 
116 NASSAU STREET. NEW YORK 7, N. Y 




















We welcome your visit at our showroom, 
see our lines of gift merchandise for the J 


e Lucite Dresser Sets 
e Leather Goods 
e Decorated Glassware 


e Compacts 
e Cutlery 


e Metal Giftware | 
Serving the Jewelry Trade 


| 
TANZ & GURWITT 


Importers & Wholesale Distributors 
253 Fifth Avenue 


New York 16, N. 4 
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Know The Escapemen 


by the Barkus Watchmake 


Intricate escapement pe impli 
to make you an expert at 
simple, rai 


adj 

pid, non-technical tests, yer 
accurate y parallel any diagre 
calculation or available 
gauge method. Get this COMP 
- valuable book for old-timer tactoms 
a and student alike. 
A 0 course in 
practical, up-to- . —_ 

date escapement jo yn WATCHMAKERS 
WRITE FOR DETAILS 


7 Bank of America Bidg., San Diego 1, 
adjusting sent 1 enclose $5. Send me 
KINGSLEY Gold Stamping Machine Co. - P 
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PUZZLED BY TRADE-MARKS? — 


| - Then You Should Have a Copy of This Authoritative Book 
it ade-Marks of the Jewelry and Kindred Trades 


4 
: 
\ 


| 


Over 300 Pages of Vital Information— : 5O : 
Thousands of Trade-Marks and Trade $s r r POSTAGE PREPAID 


I] Names in This Fifth Edition. 


Get your copy NOW! 


The only book published containing 
«| Trade-Marks and Trade Names used 
7 by Manufacturers, Importers and 
Wholesalers of Jewelry, Rings, 
Watches, Clocks, Silverware, Sup- Please send me 
pli 8, Materials and Tools, Leather 
Goods, Pens, Pencils, China and 
Glassware, Gifts, etc. Also lists 
'} names of Watches used by 148 com- 
panies; lists Sterling and Plated Flat- 
ware Pattern Names; and data on | 
Commercial Standards and Federal 

: fand State Stamping Laws. 


The Jewelers’ Circular-Keystone 
100 East 42nd Street, New York 17 


copies of ''Trade-Marks of the Jewelry and 
Kindred. Trades”, Fifth edition, for which check is enclosed. 


BY} PR Jury, 1945 








From an English pottery famous for its horse figures is this Beswickwan | 
mare-and-foal grouping, retailing for $30. Chestnut in color ang | 
measuring 10" in length, 734" in height. Figures are on display in th 
showrooms of H. M. Snelwar, 303 Fourth Avenue, New York 10, N, 


A pattern dating back to the early 1800's is this hand- 
painted “Iris” design on the fluted Chelsea shape in 
Spode bone china. Carried in full dinnerware by 
Copeland and Thompson, Inc., 206 Fifth Ave., N. Y. 


This fine metal tray, Chippendale in design, is from 
a collection of distinguished hand-decorated models— 
29". by 22" in size, priced at $40. From the showrooms 
‘of Fanny Morse, 225 Fifth Avenue, New York 10, N. Y. 


Cool-looking and convenient for summer entertaining 
is this three-piece supper set in the popular "Cape 
Cod" design; set includes 16" torte plate, mayonnaise 
bowl and ladle, the whole set retailing for about 
$2.50. From Imperial Glass Corporation, Bellaire, Ohio. 


These pieces are genuine 
@ntiques in the famed old 
po di Monte ceramics— ! 
see oe highly pewewee This commemorative beaker in Wedgwood ware 
Th —s 7 colle im shows a bas-relief of Franklin D. Roosevelt against 
ns 4 tay - Shinn . — a background of pale blue. It has been recently © 
a Y 7 P. 225. Fifth ; introduced by Josiah Wedgwood and Sons, Inc. 
peredun. Beir Ye 10 N. Y of America, 162 Fifth Avenue. New York 10, N, ¥. 
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FROM LITTLE LABELS GROW 


FOSTORIA GLASS COMPANY - : - MOUNDSVILLE - WEST VIRGINIA 
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New Giftwares 


Here is a new and different wall-holder in 
clear Lucite, for after-dinner cups and 
saucers, made by Lawrence and Hunter, 
and costing 5.50. From showrooms of Jerre 
Ponderson, 527 W. 7th St., Los Angeles. 


These oval mantel vases in 
Rochelle china, 4!/2" high, 
are hand-painted in mated 
pairs of six different spe- 
cies of birds; wholesale at 
$8.75 a pair. The vase is 
a newly-modelled medium 
size of No. 254. From 
Fondeville and Co., 149 
Fifth Avenue, New York. 


This slim, wide-based jug is part 
of a new group of pieces of Cali- 
fornia pottery. It is 1034" tall 
and is available in either a mot- 
tled Burgundy color or aqua pink. 
May be retailed for $7.50. From 
the Ebeling and Reuss Co., 707 
Chestnut Street, Philadelphia, Pa. 


Simplicity ‘of design and formality of style characterize 
attractive cutting—the "Holly'—which is available in a 
plete line of stemware. Shown here are the goblet, wine, 4 
sherbet. From the Fostoria Glass Company, Moundsville, Wy 


ee , 


A Talisman rose dong 
coral with gold leaves @n 
buds appears in this “June 
design in the plain " 

tury" shape. The dece 
tion is completed with 
narrow band of gold 

shoulder and edge, and 
handles and knobs. Fre 
Castleton China, Incorpe 
ated, 212 Fifth Aven 
New York 10, New Ye 


Beautifully modelled in china by Vontury are these 
song bird figures. Left to right: 6" cedar war 
wing, $4.50; 81/4" mourning dove, $6.25; 6" bro 

thrasher, $5; 5" catbird, $4; 3" wren, $2.50. From 
Herman C. Kupper, Inc., 39 W. 23rd St., New York) 
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EVERLAST METAL 
PRODUCTS CORP. 


Present 


EVERLAST 
HAND-FORGED 
‘ ze ALU i M 


always the favorite from coast 

to coast. With the expected 

increase of raw material soon 

to be released more and more | 
of your favorite Metalware will 

be on your counters to fiil the 

requests for the ideal gift. 


GOLDSCHEIDER 


EVERLAST CORP. 


Present 


4837—Cockatoo at 20.00 per 
pr. The usual delicacy of work- 
manship, the exceptionally fine 
glazes and the artistry of de- 
sign have truly made this the 
royal family of ceramics. Fig- 
ures of the gay nineties, south- 
ern belles, birds and other items 
have recently been added to 
the collection of the famous 


Goldscheider line. 





EASTERN SHOWROOMS: WESTERN SHOWROOMS: 
225 Fifth Avenue 527 West 7th Street 
New York 10, N. Y. Los Angeles 14, Cal. 
EXCLUSIVE SELLING AGENTS 
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Distinetion in 
CERAMICS 


MONTICELLO DINNERWARE 


—truly a tribute to the American Home 


REGAL VELLUM DINNERWEAR 


—handsome patterns for promotion sales 


VONTURY ART PORCELAIN 


—master pieces of the ceramic art 


CONCORDE FINE CHINA 


—decorative pieces—table service accesso- 
ries and short lines—in distinctive designs 


“ORSAY" FINE CHINA FIGURES 


—true reproductions of Antiques | 


OMEGA CERAMICS 
—American made Old World Fig- 
ures and other decorative accessories 


We cordially invite your inspec- 
tion of the outstanding lines 
upon your visit to the 
New York Market 


HERMAN C. KUPPER, INC. 


39-41 WEST 23rd ST., NEW YORK 10, N. Y. 


| beings it follows that most of them are prone to takes J, 


’ European countries signifying their eagerness to be b 








By MADELINE LOVE 

































OST human beings are optimistically inclined, ang 
since folks who operate jewelry stores are human ‘| 





more or less optimistic view of the future. And this jy 
fine—unless, as seems to be happening in some cage, 
the optimism takes the form of expecting manufacturey | 
of giftwares to be about ready for a resumption of pre. { 
war schedules in production and delivery. Much tay 
about reconversion, the return of service men to ‘ I 
ranks of labor, the efforts of factories in Europe to ga} 
back on the job once more—all of these factors eg 3 
bined with the natural relief that half of the war hy | 
been safely won, are apparently building a much-top | 
high estimate of merchandise possibilities in the neg 
future. 8 
There are some instances, of course, in which the re 
tailer is justified in looking for better deliveries, 4 
good example is a house like Everlast, which is and fag 
been doing a remarkable job of producing munitions and 
is now getting enough aluminum to increase greatly ity | 
output of home accessories. In a few—a very fe wa: 
other fields the chances of increased production. 
rather good. But these fields do not include china 
glassware. ; 


In these divisions of the industry, the domestic mammy” 
facturer is so far behind in his orders that even unde 
the most favorable circumstances, he could not fill 
for many months—perhaps years. And production 4 : 
cuinstances are not particularly favorable for him. Magh 
of his skilled labor has gone to war, and while some of rr 
these workers will be eligible for discharge, he 
count too heavily on their returning speedily to their of 
jobs. Even if they are physically fit, they may not want. 
to go back to the blowpipe or the jigger. 4 

As for imports, word has come through from several}: ( 


in production again. But in nearly every case the 
stacles are too big to be quickly surmounted. As Wa 
mentioned here last month in regard to France, a lack 
skilled workers and an extreme shortage of fuel are thé 
dominant problems. This has been reported from boll 
Italy and Belgium, accompanied by a reminder that ” 
is more important to use coal to keep the people wat 
next winter than to make pottery or glass.” . 


a 
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What styles of tableware do you believe your customyg” 
ers will want when the war is completely over and th | q 
begin to refurbish their run-down homes? Are they tal 
ing “modern” or are they hungry for the familiar 0 
types of design which have weathered the ups 
downs of fashion for so many years? Are many of the 








pg 





THE JEWELERS’ CIRCULAR-KEYS! 


a, Bee * 
. ae q 
4 a 
oa 
ey 
ere. 
) 
oa ° 














Even though no more Maestro and Satintone 
orders can be accepted at this time for 1945 
delivery . . . let these familiar labels 
ftemind you that these popular glassware lines 

will again be available for your profitable 
volume selling early next year! In the event 
that changing conditions permit us 
to increase production sooner than now 
seems possible, you may be sure that 
we will let you know promptly. 


= Genlany Mataloreft Conponalion 4440 N. CLARK ST., CHICAGO 40 


Ral den, ns : 
- Merchending Chicago 54 at Gescteny noe Yorn’ oe 301 N. wane iy St Dutes, Tex. 403 Merch. Wert Olde’ Lae Angeles 14 1011 creciaar st. oo eiadelphie 7 
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planning to build new houses, and if so will the houses 
be equipped with full-sized dining rooms; with small 
dining alcoves off the living room; or with the: disap- 
pearing sort of dining table which folds up into the wall 
when it is not in use? 

The answers to these questions are important to the 
man who is going to sell the equipment for the new 
homes. But their importance goes back farther than the 
retailer. The manufacturer must know the answers if he 
is to make the right kind of equipment—and he must 
know it as soon as possible, so that he can have his plans 
ready. It is not too soon for you, as the jeweler to whom 
the postwar customer will look for her fine.tableware, to 
try to find out what style trend may be expected—or 
whether an actual trend can be expected at all. It is not 
too soon for that—in fact, it is later than you think! 


*: & -@ 


The jewelry store, with its close-knit silver, china and 
glass sections, is a natural for the unified sales-building 
schemes which the unwieldy department store can so 
seldom handle satisfactorily. The jeweler who has not 
already developed this system of display might well con- 
sider its value and plan to correlate his selections of flat- 
ware, dinnerware and stemware. It is not probable that 
the amount of display space available will permit him to 
make complete table settings for many of these style 
groupings, but it is important that the silver, china and 


glass which “go” together be displayed together, The 
experience of merchants who have tried it proves that 
these different types of merchandise will sell each other 
—that the customer who comes to the jewelry store to 
buy an Eighteenth Century design in china is delighted 
to find associated patterns in silver and glassware con- 
veniently at hand. If she is unsure of her own ability to 
select the designs which blend best with each other on 
the dining table, she is relieved of the necessity of ask- 
ing for help. Or the unified display may suggest to her 
mind for the first time that her table needs a whole new 
costume. 
* * 


Newsettes: Jack B. Orenstein, sales manager for 
Everlast, is making a three months’ selling trip which 
will take him through the West Coast area and the en- 
tire Southern territory . . . a nation-wide promotion of 
Chadwick China accessories will open in December with 
a full-page, four-color advertisement in House Beautiful 
featuring several of the best-known Chadwick designs; 
and Chadwick China is also planning a complete line of 
lamps for postwar selling. . . . Battani, designer for the 
House of Treasures, has succeeded in tinting mother-of- 
pearl with pastel colors, and the entire line of the com- 
pany’s gold-filled on sterling jewelry is now made with 
both the natural and the tinted mother-of-pearl. The 
company address is 114 E. 32nd St., N. Y. 











#3578 #3576/77 #3575 #3576/77 #3579 
r A L Exquisitely modeled horse and deer figures 
hi E W F Oo R in natural colors (as shown) or in white. 











_— 2 


Deer, color, #3578, 12/2” high, $6 each, Min.: m pieces. 
Same in white, #3582, each, Min.: 2 piece 
Deer (pair), color, #3576/77, left and right, 10” high, Pair $10, Min.: 
Same in white, #3580/81, Pair $7.50, Min.: 1 pair. 
Horse, color, oh 1144” high, $10 each, Min.: 2 pieces. 
Deer, color, #3575, 614” high, $3 each, Min.: 4 pieces. 
Delivery 90 days or sooner, f.o0.b. Philadelphia, Pa. 


EBELING AND,REUSS COMPANY 


New York Chicago 
225 Fifth Ave. 1557 Merchandise Mart 


1 pair. 


Main Office 
Philadelphia, Pa. 
707 Chestnut St. 


Los Angeles 
Brack Shops 
527 West 7th St. 
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Not a Necessity, Nor 
Cost of Living Item, So 
Ceilings Are Not Needed 


A brief requesting the elimination 
of price control on all items of jew- 
ery was presented by the Manufac- 
turing Jewelers’ Industry Advisory 
Committee at a meeting held on May 
24 with representatives of the Office 


of Price Administration. 

Prepared by the Jewelers Vigilance 
Committee under the direction of P. Irv- 
ing Grinberg, executive head of the 
group, the brief argues that since jew- 
elry is a luxury, not a cost of living 
item, it should be exempt from OPA re- 
Fstrictions. “Not being a necessity, jew- 
elry should be free from price control,” 
Pthe brief states, “particularly since the 
release of restricted materials for use in 
jewelry production will create competi- 
tion which, by its own force, will cause 
competitive prices to be kept at reason- 
Fable levels. Furthermore, with recon- 
version and renewed production of many 
items, which were prohibited during the 
‘}war, such as electric appliances, etc., 
jewelry will shortly be faced with severe 
competition, which will force prices te 
be kept in line.” 

Pointing out that the segment of the 
jewelry industry using precious stones 
and natural pearls is now in a favored 
|Bposition because such jewelry is now 
@exempt from price control, the brief 
Pasked for more equitable rulings. Also 
‘}exempted from controls, it revealed, is 
“costume jewelry when made from nuts, 
seeds, pods or other natural vegetable 
[products except wood.” The group 
'fclaimed that the statement of considera- 
Fiions for adoption of this exemption 
‘Bright well apply to all jewelry. 









PYEGETABLE JEWELRY 


The statement reads as follows: “The 
twelve newly exempted commodities are 
Pel minor items of insignificant impor- 
Fiance to the cost of living. It is appar- 
Bent that control involves administrative 
and enforcement difficulties out of all 
proportion to the benefits to be derived. 
Also there is little likelihood, that as a 
Presult of this action, sellers of these 
Fitems will enjoy an advantage over 
tellers of items that remain under con- 
Ftrol who must compete with them for 
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Ask Blanket Exemption of Jewelry 
From Pricing Regulations of OPA 











DIAMOND DEALERS vs. NAZI FLAG 





A war bond rally at the New York City Diamond Dealers Club held on May 23 reached 
a climax as diamond dealers Leon Dorson and Mayer Ostrow, above, bid against each other 
for the privilege of destroying the Nazi flag. Each bought $4,000 worth of War Bonds and 
then turned the flag over for similar use at another jewelry industry rally! A total of $350,225 
in bonds was sold to members, many of them refugees from Nazi tyranny. Speakers included 
Sgt. Lloyd James, veteran of the Italian campaign, who said: “Until every boy has come 
back, until no more boys are being killed and wounded, we can't stop these War Bond rallies.” 
Head of the club's bond committee was Herman Dreiblat; Albert J. Lubin conducted the 
rally; and Betty Caulfield, actress, led the singing of the national anthem. 





materials and manpower.” This, says the 
Manufacturing Jewelers’ Industry Ad- 
visory Committee, is substantially the 
case with all jewelry. 

Another point made in the brief was 
the fact that there are thousands of 
manufacturers and distributors of jew- 
elry, who produce and handle tens of 
thousands of different items at all price 
levels. There are no standards of pric- 
ing in any segment of the business, and 
styling has always been an important 
element of consideration in. pricing jew- 
elry, it was pointed out. 

The brief closed with the following 
arguments: 

1. The near. impossibility or impracti- 
cability of enforcement of price regula- 
tions due to the nature of the business. 

2. The fact that the wild scramble on 
the part of distributors and retailers 





for many jewelry items has fallen off. 
In many instances, since merchandise 
has become more available, retailers 
have been returning goods and cancel- 
ing orders for future delivery. This sit- 
uation is the best possible antidote, says 
the brief, for high prices and will un- 
doubtedly cause prices to seek proper 
levels. 


COST OF LIVING 


3. The removal of ceilings on all jew- 
elry items will not cause higher prices, 
but, from every indication, now that 
supply will progressively take care of 
demand, proper price levels should be 
reached and maintained without the ne- 
cessity of regulation. 

“For the reasons stated,” the brief 
concluded, “we ask that all jewelry be 

(Please turn to page 256) 
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Wholesalers Stress Responsibility To Industry 


NWJA Membership Hits 

High Point; S. B. Reagan 

Nominated as President 
(Continued from page 162) 


would take a full year, however, for the 
factory’ to turn out watches at the 1941 
rate, he said. Like the silverware men, 
the watch people have their greatest 
headache jin the manpower problem. 


Very few of the experts who had been | 


employed before the war are still on the 
company payroll and many skilled men 
are needed fo turn, ont the civilian 
watches. 

Mr. Kant agreed with Mr. Robert- 
son’s estimation of the middle man— 
“Wholesalers,” he declared, “provide the 
most efficient, economical way to distrib- 
ute watches.” » ‘> 


NEW OFFICERS NOMINATED 


Because .the conference was held in 
lieu of a re r meeting of the mem- 
bership no- ers. were elected ; instead, 
a islate was nominated which will be 
submitted to members for a ballot by 
m@il. Those nominated included Silas B. 
Reagan, Baldwin-Miller Co., Indianapo- 
lis, president; A. C. Wallenstein, Wal- 
lenstein-Mayer Co., Cincinnati, vice- 
president; Leon J. Engel, J. Engel & 
Ca Inc., Baltintore, vice-president ; 
R! Dix Edward, Edwards & Co., Kan- 
sas City, Mo., vice-president; Joseph B. 
Bechtel, Jos. B. Bechtel & Co., Inc., 
Philadelphia, treasurer. 


George A. Fernley continues as sec- 
retary with H. R. Rinehart as assistant. 








To replace Mr. Wallenstein on the Ex- 
ecutive Committee, P. A. Rowe of A. I. 
Hall, San Francisco, has been named. 


SECRETARY'S REPORT 


Mr. Fernley’s report stated that mem- 
bership in NWJA has reached its high- 
est point since the organization’s incep- 





HAROLD |. ALBERTS 
retiring president 


tion 38 years ago. Sixty new members 
have been enrolled since the War Con- 
ference last June, 84 of whom are Ac- 
tive and 26 Associate. Total membership 
now stands at 324. Mr. Fernley also 
outlined the educational work now being 
done by the group—publicity directed 
toward making the value of the whole- 
saler understood. Pamphlets have been 
written and distributed and further 
folders are in production. 

Paying tribute to the OPA in its skill- 





Although All Plans Had Been Made 


Without even making application with 
the ODT for holding its annual event, 
the ANRJA has cancelled plans for the 
1945 Conference and Trade Show which 
was to be held in New York the week 
of August 20. 

In a telegram to members and exhibi- 
tors, Charles T. Evans, secretary, stated 
that the action had been taken although 
all exhibit space had already been sold 
and preliminary arrangements complet- 
ed. The executive committee, he said, 
will meet to transact necessary business 
later. 

On stationery which still bore the red- 
lettered “ANRJA Conference: Waldorf- 
Astoria Hotel, New York, Week of Au- 
gust 20th” notation, Mr. Evans gave 
further details to exhibitors and adver- 
tisers. Applications for. space will be 
considered as being made for the 1946 
conference, the letter announced. The 
ANRJA Bulletin’s August number, the 
only one which contains advertising mat- 
ter, will be printed and mailed as usual. 

In his letter to exhibitors, Mr. Evans 
said, “We believe that ANRJA’s exhib- 
its’ serve a most useful purpose in plac- 
ing before our members and the trade 
generally, the merchandise of represen- 
tative manufacturers, thus facilitating 
the distribution of the very many excel- 
lent products of the jewelry industry. 
This belief was strengthened this year 
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by the number of inquiries of manufac- 
turers for exhibit space, and by the let- 
ters we received from retail jeweler 
members, indicating their hope and ex- 
pectation to be present at our 1945 
Trade Show and Wartime Conference.” 

ANRJA is confident that the situa- 
tion will be eased by next summer and, 
like NACJ, has made full plans for the 
46 conference. Secretary Evans says 
that next year’s show will be held at the 
Walforf-Astoria the week of August 
19, 1946. 


This will be the first year that the 
ANRJA convention has not been held 
since the first one in 1906. President 
Clifford I. Josephson, in a message to the 
membership in the July issue of the 
ANRJA Bulletin explained that the 
executive committee had adopted a 
policy of waiting before it definitely de- 
cided to give up the annual meeting. 
In spite of the cessation of hostilities 
in Europe, he explained, many difficul- 
ties stand in the way of a conference. 

“The fact that the railways, airways, 
and bus lines are going to be busier, than 
ever, with the transfer of troops to the 
Pacific zone from the European theater, 
plus the number of men on furlough, 
plus those now being drafted as replace- 
ments, indicated that the transportation 
situation, instead of becoming easier 
would he even more congested,” h« said. 


‘ 





ful avoidance of trade dislocation, My 
Fernley declared that government hag 
helped to prevent destruction of the 
wholesale set-up. “Nothing can he 
gained,” he added, “by elimina 

wholesalers, for the small business man 


- is dependent upon them.” It was also 


revealed that wholesalers had known 
their most prosperous year in | 
showing a net profit of 7.48 per cent, ex- 
ceeding the 1943 high. 


—. 


Imported Clocks To Be Priced’ 
Automatically at Retail; Mark-up 
Set at 75 Per Cent of Cost 9") 


Imported clocks, which are beginning 
to enter the country in some volume, 
have been added to the list -of* imported 
commodities that may be priced auto- 
matically at retail, the’ Office of Price 
Administration said, Heretofore retail- 
ers have had to apply to the agency for 
a ceiling unless they sold the same goods 
in March, 1942. This action, effective 
June 13, establishes retailers’ maximum 
prices for imported clocks by allowing 
a mark-up of 75 per cent on the net 
delivered cost. 

Excepted from the action are sales 
by a retailer who is himself the im- 
porter, sales to buyers who are not ulti- 
mate consumers and sales in other than 
established retail stores. In these cases 
the retailer still must apply for a price 
under the general provisions of the 
Maximum Import Price Regulation. 

In a companion action, several. models 
of Ebosa miniature Swiss alarm clocks 
were given dollar-and-cent ceiling prices 
at all levels of sale. New ceilings are 
lower than going prices but still sub- 
stantially above March, 1942, prices for 
comparable clocks manufactured in the 
United States, OPA said. 

Consumers will pay $5.75 for the 
medium sized model, measuring about 
2% inches across the dial; $5.45 for the 
model slightly smaller, and $5.95 for all 
larger sizes. These are one-day, n0- 
jewel alarm clocks with metal cases, 
and only a very small quantity are avail- 
able for sale, OPA said. 





Manufacturers Must Send Catalogs, 
Price Changes to OPA By July 15 


Manufacturers of consumer durable 
goods are required by the Office of Price 
Administration to supply the agency 
with copies of their current catalogs and 
price lists on or before July 15, 194, 
OPA announced. 


Three copies should be filed with the 
manufacturer’s OPA district office. 


extra copies will be sent to the regional) 


and national offices for their files. 

In addition, manufacturers are asked 
to put OPA on their mailing list for any 
new notifications sent to the trade con- 
cerning prices, terms of sales, oF 
changes in designation for articles man- 
ufactured. Copies of these notifications 
should be furnished the OPA district of- 
fice within 10 days efter being issued to 
the trade. 

’ These filings are required to aid OPA 
in establishing ceiling prices for coD- 
sumer goods of new manufacturers. 
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Retailers’ Group Hits Price Squeeze By OPA 


The Small Retailer 
Suffers Unduly Says 
Spokesman in Congress 


An appeal to Congress to put an 
interpretation on the “generally fair 
and equitable” phrase in the Price 
Control Act was made in Washing- 
ton recently by the Central Coun- 
cil of National Retail Associations. 
In a statement made before the 
House Committee on Banking and 
Currency, which is considering ex- 
tension of OPA, a retail spokesman 
advocated an amendment to the act 


which would take the inequity out . 


of cost absorption by retailers. 


Predicting ruin for many small firms 
faced with absorbing costs, the retail 
groups claimed that the standards now 
used to arrive at “generally fair and 
equitable” prices are wholly unsound. 
Industry-wide profits have no meaning 
when considering small, independent 
units such as jewelry, hardware and 
drug stores, it was claimed. 

“An economist can sit in his office in 
Washington and pull down text-books 
and government reports and get aver- 
ages. But it takes hard work in the 
field by someone who sweats to find out 
just how much ‘squeeze’ the corner 
hardware store can take. An average, 
in attempting equity between men or 
institutions, is a fictional abstraction.” 

To illustrate the unfairness implicit 
in a trade-wide profit allowance, the 
spokesman constructed an_ interesting 
hypothetical case: Assume that a civic 





committee is setting quotas for War 
Bond sales on a “generally fair and 
equitable” basis that will net sales 
amounting to 10 per cent of the payrolls 
of a given town. The committee has be- 
fore it the cases of three men who have 
not bought any bonds: A, an executive 
who makes $15,000 a year; B, a minor 
executive who makes $5,000 a year; and 
C, a skilled workman who makes $4,000. 
The chairman might decide that the 
three should buy $2,400 worth of bonds 
—10 per cent of their total incomes. 
Suppose he then divides the $2,400 three 
ways and gives each a quota of $800. 
Someone would naturally point out that 
the quota should be $1,500, $500 and 
$400. “But OPA,” concludes the par- 
able, “in applying its squeezes does ‘ex- 
actly the sort of thing the chairman pro- 
posed.” 

Taking issue with OPA Administrator 
Bowles’ statement that reducing a 
trade’s over-all profits would work no 
hardship on the vast majority, the. re- 
tailers say, “It cannot be demonstrated 
that an average of percentage can _re- 
flect anything but percentages.” Add- 
ing that “a percentage tells us nothing 
at all about individuals, the spokesman 
pointed out that many firms operate 
above average, but a far greater num- 
ber operate below the average. “Appli- 
cation of the ‘squeeze’ to all retail units, 
irrespective of earnings, means that 
those below the average line will suffer 
damaging losses,” say the retailers. 

The speaker also attacked the “make- 
shift promise of relief in special cases,” 
declaring that a small business could 
wither and die while waiting for the 
completion of an audit by OPA. Point- 
ing out that only one court—the FEmer- 
gency Court of Appeals—can review 
price violations, the spokesman said the 
small business man is in no_ position 





Platinum Will Continue In Short Supply Until Japan 
Is Defeated, According To Vigilance Committee Report 


Platinum will remain in short supply 
until the end of the war, the Jewelers 
Vigilance Committee predicted in a re- 
cent report. Pointing out that it had 
made every effort to have secondary 
platinum released for jewelry manufac- 
ture, the committee made it clear that 
there simply isn’t enough of the metal 
for both war purposes and jewelry pur- 
poses, and cautioned against campaign- 
ing for platinum’s release. 

“The committee has for some time en- 
deavored to secure amendment of the 
platinum order to enable secondary 
platinum to be used for the manufac- 
ture and repair of jewelry,” the report 
ran. “However, it appears that, since 
supply has approximated the war re- 
quirements, such use could not be per- 
mitted because available platinum must 
be held for stockpile purposes, even 
though such material has not been sold 
to refiners as per the terms of Order 
M 162.” 

Describing changes since VE-Day, the 
report stated, “Contrary to the general 
trend of cutbacks in the production of 
some war goods, the type of warfare 
being waged in the Pacific requires an 
accelerated program and vastly in- 
creased production of items requiring 
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platinum. There is no indication of pos- 
sible cutbacks of these items, but rather 
an increasing need. In view of the 
above facts, from the present outlook 
the release of platinum for use in the 
manufacture of jewelry should be ex- 
pected before VJ-Day.” 

Conferences were held in Washington, 
the report said, within recent weeks, on 
the platinum situation, particularly with 
reference to the recent Canadian release. 
“The results of special investigation 
show that no new platinum. will be avail- 
able in Canada for jewelry production 
and that the amount of secondary plati- 
num which can be used is very small,” 
JVC said. ; 

Promising to keep abreast of develop- 
ments, the committee said that it will 
attempt to secure permission to use 
platinum in jewelry production “the mo- 
ment such release will not interfere with 
the war effort.” The report concluded 
with the following caution: 

“The jewelry industry was severely 
criticized by Procurement Agencies of 
the Armed Forces and other governmen- 
tal departments for its lack of co- 
operation in the war effort. The Vigi- 
lance Committee was successful in 

(Please turn to page 257) 





to hire a lawyer and come to Washing- 
ton if the OPA refuses him relief fast 
enough to save him.” 


BLACK MARKET 

The stigma of “black marketeer” 
placed on anyone involved in price vio- 
lations, whether willful or not, was also 
objected to by the retailers. Because 
the courts have no choice but to grant 
OPA injunctions without even consider- 
ing circumstances, many respectable 
business men are made to appear like 
criminals, though they may later be ex- 
onerated. “Regardless of the facts, pub- - 
licity given injunction cases . . . im- 
perils the merchant’s relations with his 
customers unfairly.” 

In order to do away with this -unfair 
state of things, the retailers ask that the 
courts be allowed to take circumstances, 
motives, etc., into consideration in cases 
referred to them. “A little use of judi- 
cial discretion will not hamper the effec- 
tiveness of OPA, but it will assure even- 
handed justice to merchants who are 

(Please turn to page 254) 


Horo School Standards 
To Be Set by HIA and 
Tech. School Council 


Standards for horological schools wil 
be set up this year. by the Horological 
Institute of America in conjunction with 
the National Council of Technical 
Schools. A formal announcement of 
the acceptance of an invitation by the 
Council of Technical Schools was made 
at the annual meeting of the Executive 
Committee of the HIA. Named to work 
with the council were George J. Wild of 
Bradley Polytechnic Institute, chairman, 
William H. Samelius of El Watch- 
makers College, and John J. 
Bowman Technical School. 

The Executive Committee meeting was 
held in lieu of the regular annual meet- 
ing of the Institute in Chicago on May 
21 with Frank D. Urie, president, pre- 
siding. The Committee on the Certifica- 
tion of Horological Schools also recom- 
mended the following standard by which 
HIA will offer school certification: Ac- 
tive, associate, or affiliate membership in 
the National Council of Technical 
Schools; attainment of HIA Junior 
Watchmaker Certification as one re- 
quirement for graduation in watch- 
making course; a record of not less than 
90 per cent successful attainment of 
HIA Junior Watchmaker certification 
by undergraduates. 

The meeting also saw the election of 
the following officers for the year: presi- 
dent, Frank D. Urie, Elgin, IIL; -first 
vice president, Alfred S. Rowe (cw), 
Indianapolis, Ind.; treasurer, Edward 
H. Hufnagel, Mt. Vernon, N. Y.; Exec- 
utive Secretary, Ralph E. Gould. Re- 
gional vice presidents are Herman Ped- 
reick (cw), Philadelphia; Howard & 
Schrantz, Cleveland; S. George Coch- 
ron, Nashville; Allan C. Robert (cw), 
Anaconda, Montana; George J. Wild, 
Peoria, Ill.; Louis Levin (cw), Los An- 
geles, Cal. 

John J. Bowman, Lancaster, Pa.; 
Fred G. Gruen, Cincinnati; and Milton 
F. Manby, Lancaster, were named addi- 
tional members of the Executive Com- 
mittee. 
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Pent-Up Demand For Clocks Hits 12; Million 


Supply Easing, But 70% 
Fail To Find Them; More 
Home Appliance Demand 


There are more than 12 million 
people in the United States today 
ready, willing and unable to pur- 
chase alarm clocks, and over four 
million with the same attitude to- 
ward plated silverware. So says the 
Office of Civilian Requirements, cit- 
ing figures arrived at after its fourth 
nationwide survey of consumer 


needs. 


OCR surveyed 4,500 families in 68 
communities in 45 States and the District 
of Columbia, then projected the results 
to show a nationwide total. Demand 
for plated flatware and alarm clocks 
has remained fairly constant since last 
year, OCR revealed. In alarm clocks, 
for example, the nation’s buying inten- 
tions, if supply were ample, showed a 
walk-in demand today for 165,000 more 
than last year. 

The extent of the shortages in these, 
and other items, were shown by the ex- 
perience of the families that actually 
tried to buy them in the first quarter 


WANTED! 





. . « but not available 


of 1945. In plated silverware, success 
in purchasing was reported by 19 per 
cent; in alarm clocks, only 15 per cent. 
Other scarce items surveyed, such as 
wash tubs, pails and chests of drawers 
showed a considerably higher success 
quotient. 

The percentage of families reporting 
real inconvenience or hardship from 
their inability to purchase is just about 
the same for the corresponding items as 
it was a year ago. This percentage is 
high in alarm clocks—71 per cent; in 
plated flatware, about 50 per cent. 


DEMAND FOR APPLIANCES 


The picture in household appliances 
is much more striking in regard to this 
year’s demand as compared with 1944 
demand, While just about the same 
number of people want alarm clocks 
and flatware today as last year, many 
more are evincing a desire for refrigera- 
tors, Vacuum cleaners, washing machines, 
etc. Consumer demand in these items, 
says OCR, is far in excess of peak de- 
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mand in any year prior to the war. 
The cumulative demand ranges from 25 
to 11 per cent over demand reported in 
a similar survey a year ago. In units, 
these percentages represent increases 
ranging from 1,000,000 to 2,500,000. 

Demand shown in the following table, 
OCR stressed, is current demand, mean- 
ing the total of these items that people 
say they would walk into stores and buy 
today if supply were ample. These 
figures do not represent post-war de- 
mands and it must be remembered that 
the survey was conducted before V-E 
day, OCR cautioned. The figures show 
only demand from households and do 
not include needs of apartment-dwellers. 

The question asked in regard to these 
goods was: “Would you buy a... 
right away if there were plenty of every- 
thing in the stores?” 








PURCHASING INTENTIONS 
IF SUPPLY WERE AMPLE 




















Mechanical Sewing 
Refrigerators Machines 
April 1945 .... 5,852,000 3,451,000 
April 1944 . 8,827,000 2,828,000 
Vacuums Radios 
April 1945 .... 4,501,000 5,085,000 
April 1944 .. 2,395,000 2,682,000 
Electric Washing 
Irons Machines 
April 1945 . 5,195,000 5,835,000 
April 1944 . 4,019,000 4,262,000 
Plated Alarm 
Silverware Clocks 
April 1945 .... 4,209,000 12,590,000 
April 1944 ....No figure 12,425,000 








Cartier's Buried Treasure in Southern France While 
Nazis in Occupied Paris Were Told "There's a War On" 


An exciting tale of cheating cheaters 
with Nazi occupied Paris as the back- 
ground was told recently by Louis 
Devaux, head of Cartier’s in Paris, who 
arrived in New York this month. Mr. 
Devaux said that the company’s em- 
ployes outwitted the Germans back in 
1940 by smuggling a fortune in jewels 
across the frontier into unoccupied 
southern France and burying it in re- 
mote spots in the countryside. 

The millions in gems were so cleverly 
transported across the boundary and the 
secret was kept so well by the people 
in unoccupied France who helped in 
guarding the treasure that not one item 
was lost. The entire trick was executed 
so neatly that the Nazis never suspected 
anything. 

Cartier’s pretended to be carrying on 
a “business as usual” with a sadly de- 
pleted stock. When Nazi dfficials tried 
to purchase anything they would be 
greeted with, “Sorry, sir, there’s a war 





on, you know.” While this camouflage 
was going on, Cartier men disguised as 
poor citizens quietly transported the 
greater part of the company’s stock and 
some $10,000,000 worth of jewelry be- 
longing to American, British and Jewish 
customers across to safety. 

“It wasn’t a matter of destroying 
records, which would have revealed the 
whole thing if taken,” Pierre Claudel of 
Cartier’s, ew York said. “It was a 
matter of keeping the Nazis from seek- 
ing out the books by running the or- 
ganization so smoothly and so innocently 
that there was no!cause for suspicion.” 
Hundreds of people, including most of 
those who lived near the spot where the 
jewels were buried, knew about them 
yet not one leak occurred nor were there 
any attempts at robbery. 

All the jewels, Mr. Devaux reported, 
have been returned safely to the com- 
pany’s vaults in Paris. 








New York State Jewelers Elect Tom 
Kavanagh President; E. L. Sunderlin, 
Russell Brigham Also Take Office 


Thomas Kavanagh of Newburgh, 
N. Y., was elected president of the New 
York State Retail Jewelers Association 
at an open meeting of the organization’s 
executive committee on May 27. Held 
in place of the regular convention, the 
meeting was held at the Ten Eyck Hotel, 
Albany. 

Other officers for the 1945-46 term are 
E. Lathrop Sunderlin of Rochester, sec- 
retary; and Russell Brigham, Oneonta, 
treasurer. The vice-presidents, of whom 
there are eight, include: Chales Coster, 
Rochester, M. J. Engelbert, Rom; Ken- 
neth I. Van Cott, Binghamton; Alfred 
A. Smith, New York; Hyman Gold- 
schmidt, New York; W. S. MacDonald, 
Perry; J. J. Naughter, Albany; J J. 
Diebodl, Buffalo 

Fred. W. Roedel, who served the asso- 
ciation as President for the past two 
years, now becomes a member of the 
Executive Committee, which includes the 
five most recent past presidents. 





Norfolk-Portsmouth Jewelers Back 
State Second Hand Watch Law 
By Posting Rules in Store Windows 


The Norfolk and Portsmouth Retail 
Jewelers Association has adopted an ac- 
tive policy in regard to Virginia’s sec- 
ond hand watch law. C. P. Harmon, 
secretary-treasurer of the organization, 
reports that considerable progress has 
been made in educating the public about 
the law. 

Each jeweler-member in the two 
Southern cities has been asked to post 
a placard giving the details of the law 
in his shop window. Each of the thirty 
stores has a framed copy and it is hoped, 
says Mr. Harmon, that every jeweler 
will abide by the law. 

On the poster, under the copy of the 
law is the caution: “Please be sure and 
tell your customer if it is a second 
hand watch,” and the notation: “Com- 
pliments of the Norfolk & Portsmouth 
Retail Jewelers Association.” 

‘Twin City jewelers, incidentally, are 
closing at one p.m. on Wednesdays dut- 
ing the summer months. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Hamilton Makes History 


) With Fourth Renewal Of 


Army-Navy "E" Award 


In ceremonies at the company plant 


- on June 15, the Hamilton Watch Com- 


pany received its fifth consecutive Army- 
Navy “E” Award—a record for the 
watch industry. : 

Taking as the theme of his talk, Hamil- 
ton’s production of marine chronometers 
and other navigational timepieces for 
the Navy, Commodore J. F. Hellweg, 
superintendent of the U. S. Naval Ob- 
servatory, added the fourth star to 
Hamilton’s “E” pennant. 

“Prior to 1940,” Commodore Hellweg 
said, “All our chronometers were made 
abroad. Now, thanks to Hamilton, we 
will never again be placed in that posi- 
tion. America now has its own chronom- 
eters, better and higher tested than those 
made abroad. When foreign sources re- 
duced their specifications in order to 
increase production, America increased 
its specifications and Hamilton met the 
challenge by producing more chronom- 
eters and better chronometers than had 
ever been produced before. Hamilton 
built hundreds while others were still 
building units.” 

Commodore Hellweg pointed out that 
during the past two critical years “about 
23,000 Hamilton instruments have vital- 
ly aided the Navy in the prosecution of 
the war.” He added that “without 
Hamilton’s wholehearted assistance, I 
don’t know what we would have done.” 

Hamilton’s president Calvin M. Ken- 
dig, in accepting the award reviewed 
the company’s war production and prom- 
ised that it would continue as long as 
the Navy has need for precision timing 
instruments. 

Lt. Col. A. Donald. Kelso, chief of 
the Philadelphia Ordnance District, pre- 
sented “EK” pins to the 189 new em- 
ployees who joined the organization since 
the fourth award was made on January 
10, 1945. 


— -—— 


New York Jewelers Laud Police 
Dep't. for Aid in Stopping Crime 
Wave; Establish Special Award 


The effective handling of the recent 
crime wave in New York by the police 
department brought high tribute from 
the Executive Board of the Retail Jew- 
elers’ Associations of Greater New York 
last month. The board, in a letter to 
Commissioner Lewis J. Valentine, 
lauded the work of the department and 
adopted a resolution establishing an 
award for exemplary service in “pro- 
tecting the life and property of the re- 
tail jewelers of this city.” 

A copy of the letter, which was signed 
by Sam M. Jacobson of F. Alper, Inc., 
chairman of the trade ethics committee, 
was sent to Mayor LaGuardia. The let- 
ter stated, in part: “The Executive 
Board of the Retail Jewelers’ Associa- 
tions of Greater New York wishes to ex- 


press its sincere appreciation for the- 


most effective manner in which the Po- 
lice Department handled our recent 
hold-up problem. Your co-operation 
not alone was the means of protecting 
invaluable personal property and life it- 
self, but was also conducive to creating 
an unprecedented and unanimous feeling 
of good will, among the retail jewelers 
of this city, toward the Police Depart- 
ment.” 


FOR JUNE, 1945 





Inventory Low? 


the entire inventory of every 
supplier in the country is only 
hours away from your business 
when you specify 





Serve customers the fastest way now and they won’t forget it later 
— when inventories are back to normal. Specify delivery of urgent 
orders via 3-mile-a-minute Air Express. 

And here’s another economical way Air Express can serve your 
business. Now and later. You make your money on fast-turn stand- 
ard items. You run up inventory cost on slow-turn, high-cost items. 
Why not call on Air Express for same-day or overnight delivery 
on slow-turns — after you take the order? 

Figure it out. When you do business that way you hold down your 
invested capital. You make Air Express earn its weight in gold. 


Specify Air Express— A Good Business Buy 


Shipments travel at a speed of three miles a minute between principal U. S. 
towns and cities, with cost including special pick-up and delivery. Same-day 
delivery between many airport towns and cities. Rapid air-rail service to 23,000 
off-airline points in the United States. Direct service to scores of foreign countries. 

















Write Today for interesting “Map of Postwar AR 

Town” picturing advantages of Air Express sanss| 2 e- | 5 the. j10 the) 25 e 
to community, business and industry. Air Express 250 | $1.04 | $1.25 | $1.57] $2.6 
Division, Railway Express Agency, 230 Park 

Avenue, New York 17: Or ask for it at any Airline 500 | $1.11 | $1.52 | $2.19 $4.30), 
or Express office. 1000 | $1.26 | $2.19 | $3.74 $0.75) 











2500 | $1.68 | $4.20 $0.40/$21.00] 


AUR UPRESS. 


GETS THERE FIRST ——— 




















Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 





Watch Importers Favored 
It, Opposing Stand 
Of Manufacturers, ANRJA 


By a vote of 47 to 33 the Senate has 
given President Truman the power to 
reduce tariffs by 50 per cent from pres- 
ent rates to countries which will make 
reciprocal concessions. With the Senate 
vote on June 19, a new lease on life was’ 
given the ll-year-old Reciprocal Trade 
Agreements Act with its much debated 
amendment regarding possible further 
tariff reductions. 


When the bill was on the floor of the 
House one of its most outspoken pro- 











ponents was the ~euxasentotive of the 

Swiss watch importers. al 
Appearing before the committee on 

May 8, James W. Bevans, counsel for 


the American Watch Assemblers Assn., 


stressed the point that the business in 
Swiss watches creates a considerable vol- 
ume of domestic business and employ- 
ment in the casing and adjustment of 
the imported movements, in the manu- 
facture of cases, attachments, boxes, dis- 
play material, etc., and in the process 
of retail distribution. 

Taking the figures for 1936 as an 
illustration, he said that a volume of 
$12;000,000 of Swiss watches at retail 
prices was sold in the U. S. in that year, 
out of which only $1,574,920 went back 
to Switzerland, while $1,470,000 was paid 
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ZIPPO WINDPROOF LIGHTERS 


are NOT sold under any other name—they are not private branded. 


ZIPPO WINDPROOF LIGHTERS 
are made only by the ZIPPO MFG. CO., BRADFORD, PA., under 


U. S. patents. 


eose ete SBOE 


ZIPPO MFG. CO. 


does not make any other lighter except Genuine ZIPPO WINDPROOF 


LIGHTERS. 


mawzwe | => 


NO ONE HAS THE RIGHT TO OFFER 


A “ZIPPO TYPE” LIGHTER 


—because there is only one genuine ZIPPO, and today the entire out- 
put of ZIPPO is sent to the government for shipment to armed forces 


on high seas and foreign fronts. 
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So be on your guard MR. DEALER,—you may 
be offered inferior merchandise, designed to cap- 
italize on ZIPPO popularity and performance. 
Some won’t work—some fall apart in a week’s 
time—some are blackmarket. 


AVOID DISSATISFIED CUSTOMERS—wait 
for the genuine ZIPPO—with the life time guar- 
antee. Stock ZIPPO FLINTS and FLUID— 
they're Nationally Advertised. 


ZIPPO: MANUFACTURING CO. 


Dept. K, BRADFORD, PA. 


ex 


ZIPPY 47:4 GHTER 


FLU © 





Congress Passes Bill Allowing Tariff Reduction 





to the U. S. Government in import 
duties, and $1,338,013 was paid ty iabor 
in this country. 


NOT AT DISADVANTAGE 


He further argued that the American 
watch companies had been started and 
had built their businesses at a time when 
the tariff on watches was not over 95 
per cent, and therefore that the reduc. 
tion in tariff rates which would be per- 
mitted under the proposed act should 
not place them at too great a disadvan- 
tage. 

He also argued that while it is true 
there has been a large increase in the 
importation of Swiss movements during 
the war, a greatly increased demand for 
watches is something that always occurs 
in war time, and that it does not mean 
that the market has been glutted and 
the post-war demand already absorbed, 

Mr. Bevans, who had appeared as the 
representative of another organization 
(The National Council of American Im- 
porters), spoke extemporaneously on 
watches, but his remarks have been en- 
dorsed and amplified by the American 
Watch Assemblers Assn. in written state- 
ments by S. Ralph Lazrus, President of 
the organization, and by Roland Gsell, 
Chairman of the Tariff Committee. 


PROMOTES WORLD PEACE 


Mr. Lazrus’ brief emphasized the con- 
cept of reciprocal trade agreements as 
a promoter of world peace and a coun- 
te-force to extreme nationalism. Mr. 
Gsell argued that the tariff reductions 
made under the original trade agree- 
ment with Switzerland had not injured 
the business of the American watch com- 
panies since their sales had approximate- 
ly doubled from 1985 (the last year 

(Please turn to page 263) 





Ohio Firm Gives Away 
$1,000 and Makes 1100 
Friends in Novel Stunt 


Galion, Ohio, charities received one 
thousand dollars this Spring as a re 
sult of an unusual promotion stunt by 
the National Mailing Service, jewelry 
and appliance distributors of that city. 

A full page ad in the local paper 
announced that National would hold 
open house during the week of April 
30, during which they would donate ten 
cents to any church, club or charity 
specified by the registrant. Special days 
were designated for specific churches 
and the people were invited to come 
and register on the day set aside for 
their church. They were also allowed 
to come in any day to sign up for such 
groups as the Boy Scouts, Red Cross 
or the City Hospital. 

R. L. Post, who worked out the pro- 
gram, reports that it was a great suc- 
cess, with 1100 people walking into the 
store, registering their pet charity, and 
making known their preference in post- 
war appliances. “Not only did we gain 
good will,” said Mr. Post, “but we 


learned much valuable information 
about the post-war wants of 1100 
people.” 
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simplified Plan Is 
submitted To OPA By 
Industry Advisory Group 


A formula for simplifying the 
ricing of jewelry was submitted to 
the Office of Price Administration 
by the Jewelry Manufacturers In- 
dustry Advisory Committee at its 
organizational meeting in Washing- 
ton, D. C., May 24. Jewelry is now 


priced under MPR 188. 

The proposed formula provided that 
all jewelry be divided into the following 
three categories: Karat gold and all 
recious metals other than silver; silver 
and gold-filled and gold electro-plate 
when fine gold content is .025 or better; 

d electro-plated over base metal or 
any non-metallic base when fine gold 
content is less than .025. 

Manufacturers* would then figure on 
these three classes of goods their March, 
1942, markups based on current costs 
including all legal wage and material 
cost increases. 


FURTHER STUDY NECESSARY 


OPA officials pointed out that this 
formula departed from the basis now 
used in MPR 188 which uses March, 
1942, costs in all calculations. Further 
study of the jewelry industry would be 
necessary to determine the amount and 
type of jewelry pricing possible under 
OPA’s recently announced reconversion 
method. 

The industry committee agreed that 
the use of the formula it had suggested, 
even on a March, 1942, basis for costs, 
would greatly simplify jewelry pricing 
over the provisions of the regulation 
that now covers it. 

Other problems discussed by manu- 
facturers were the difficulties of produc- 
ing low end goods in a time of increased 





Jewelers Mutual, Wisconsin RJA 
Meet In Milwaukee; B. W. Heald 
Supplants Ailing Anderson As Secy. 


In the interests of wartime economy 
and because several officers serve on 
both, the National Jewelers Mutual Fire 
Insurance Company. and the Wisconsin 
Retail Jewelers Association held execu- 
tive meetings on the same day—May 16 
a the Hotel Schroeder in Milwaukee, 


The annual meeting of the policy hold- 
ers of the insurance company saw the 
reelection of three directors, T. J. Dale, 
J, R. Chapman and S. Dalin to serve 
another three years. Immediately after 
the meeting the Board of Directors met 
and reorganized, retaining the same of- 
fices—E. R. Fuchs, president; S. Dalin, 
vice-president; A. W. Anderson, secre- 
tary; H. F. Stecher, treasurer. I. W. 
“Anderson, assistant secretary, will serve 
during the coming year. 


Because of the illness of A. W. Ander- 
son, who is also secretary of the Wiscon- 
sin RJA, B. W. Heald will act as secre- 
tary for the remainder of the officers’ 
term. Henry F. Stecher, treasurer, had 
been doing the secretary’s job for the 
past fifteen months. 


7 POR JULY, 1945 





New Pricing Formula Under Consideration by OPA 








labor costs and the growing black mar- 
ket which is supplying retailers many 
of the items which established manufac- 
turers contend are not profitable for 
them to make. 


STONE PRICING DIFFICULTY 
DISCUSSED 

The difficulty of pricing stones and its 
effect on jewelry manufacture was also 
discussed. OPA officials said that un- 
less jewelers who know stone values 
best can aid in the control of their 
prices, the stone situation will remain 
difficult and will require further study 
by OPA committees. 

OPA emphasized that during the in- 
terim of study of the formula for pric- 
ing jewelry, individual firms under 
hardship should report their cases to 
OPA so that layoffs will not occur as 
plants decrease war work and return to 
production of jewelry. 





Mfgrs. of New Items fo File Directly 
With Local OPA Office 


For new items of consumer durable 
goods, manufactures’ applications for 
maximum prices under the fourth pric- 
ing method of the general consumer 
durable goods regulation will be filed 
directly with the 93 district offices of 
the Office of Price Administration, the 
agency announced early in June. 

The fourth pricing method provides a 
means for new manufacturers, and for 
established manufacturers going into an 
entirely new line of business, to obtain 
a specific authorization for maximum 
prices before offering an item for sale. 

This action does not apply to manu- 
facturers reconverting to their old lines 
or to the production of articles similar 
to those they made before the war. 


(Please turn to page 265) 











NOW ACCEPTING A LIMITED NUMBER OF NEW ACCOUNTS 


EVERY ((}) WALLET - 


i 


Finest Quality Leathers 
Expert Craftsmanship 


fed / 


¢ Distinctive Styling 


Let our representative in your territory show you our line of luggage, 


wallets, brief cases and other leather goods. Write us your requirements. 


U. S. LUGGAGE & LEATHER PRODUCTS CO., 


29 West 34th St 
New York 1, NY 
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Reeonversion Chairmen Named By WPR) 
To Aid Jewelry and Silverware Planis | 











The War Production Board has an- Pens & Pencils—Code No. 673 ; 
nounced the names of reconversion chair- dell S. Kuhn. Pte 
i} men in the jewelry, silverware and allied Silverware: plate—Code No | 
ou were a WAYS Sure O fields, as well as 400 other industries. Lewis D. Bement. vie | 
John D. Small, head of the Committee Silverware: sterling—Code No 653, |» 
GooD CLOCKS on Period One (CPO), made the an- Lewis D. Bement. 
nouncement. “Period One” is the name Clocks, watches—Code No. 654. Hoy 
given to the time between victory in ard L. Clary. eae 
from Europe and victory over Japan. Electric Appliances: domestic—Coge 
This move is in line with WPB’s de- No. 427 Ben H. Firth—(not cookin 
Gilbert clared intention of facilitating the heating). & 
change over from military to civilian Cooking, heating appliances—Code No 
production whenever it can be done 424. Vernon K. Perkins. ee 
without detriment to war production. The task of these reconversion chair. 
The chairmen will advise and consult men will not be an easy one, if the 
with their various industries on prob- present is any indication of what the 
lems affecting machine tools, equipment, future will bring. According to the 
construction and materials for reconver- Washington office of the Business News 
sion. They should be consulted on all Service, WPB officials are now afraid 
reconversion problems, says WPB. that as cut-backs come through, mar- 
WPB cautioned that it is not within kets for some commodities will go sour 
the agency’s field of action to find the To cushion the jolt of cancellations, 
solution for all of industry’s problems. WPB will allow companies to increase 
“Industry must use its own initiative. inventories in some lines. Controls, says 
The reconversion chairman will help BNS, will not be removed altogether for 
each industry to help itself on its re- a long time because too many small 
conversion problems,” officials said. concerns fear their larger competitors 
F. M. Mitchell is the reconversion might corner supplies. 
officer for the Consumers Durable Goods This source also states that WPB 
division under which jewelry products intends to eliminate its distribution 
Fs fall. The individual industry’s chairmen rules, this Fall. Manufacturers vill 
" BETTER Gilbert CLOCKS and code numbers are as follows: have greater freedom to pick and choose 
ARE COMING Jewelry—Code No. 651. Chairman J. customers. There is a_ possibility, how- 
Henderson. ever, that hard-to-serve buyers will pro- 
(both spring-driven and electric) Church Goods—Code No. 678. Chair- test and WPB will have to see that they 
man J. Henderson. are served. 








When the material, the labor and 
the machines are no longer 
needed for producing the 
tools of war. 


When the “know how” gained 


during recent years of war 


Or 
production can start mak- 


ing even finer timepieces zB 7 


JC-K AT HOME ABROAD 


for the civilian market. 


When “post war planning” ceases 
to be a catch phrase and 
the “post victory” period 
becomes an actuality. 


Keep Your Post War Eye on 
GELBERT CLOCKS 








The Jeweters’ Crcurar-Keystrone 
gets around—no doubt’ about that. If |’ 
you look carefully at the picture above, 
you'll see the -March issue tucked away 
beneath the arrow. It’s on the work table 
of Seaman 2/c Robert Baker aboard a 
submarine tender somewhere in the Pa- 














THe Wo. L. GILBERT cific. Our Washington ipicen senaiy 
Eugene Hardy, on a Navy trip throug 
Crock Corp. the battle areas, found jewelers and 
their favorite magazine in a lot of re- 

“amg 9 aN RRR RK mote corners of the globe. Baker is a j ; : od 

WINSTED, CoNN native of Great Bend, Kansas, where out giftware items, are also interest y 
. ike he worked in a jewelry store repair de- readers of JC-K. ae 
partment. His post war plans include The picture at the right is of a ger 





getting back to that job. Correspondent eral store in’ the village of _Agat am 
Hardy also reports that the Seabees, Guam. A little rugged, says our corre 
who spend a lot of spare time turning spondent, but it serves the purpose. 
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At Camp. Base, Fighting Front 
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the battle-scarred veterans of 
(SS. Franklin is a blackened 
Hamilton Chronometer. Since this page 
js usually devoted to heroes hailing from 
the jewelry industry, we think it proper 
that we tell you about this one. The 
carrier Franklin, as everyone has heard, 




















Veteran of the U.S.S. Franklin 


was struck by two 500 pound bombs 
while participating in an engagement off 
the coast of Japan. She steamed home 
under her own power after the most 








As 
Beautifully 
Rugged 
as the 
West 


The 
Westernaire 


#477, hand-turned 
billfold, silk lined. 


Genuine Morocco 
or Pig. Retail 
price, $8.00. -In 


genuine Sharkskin 
at: approx. $10.00. 
Combination Set 
#478. Billfold 
above and match- 
ing side-pocket 
wallet. Same fine con- 
struction and leathers. 
Set retails at $20.00. 


FRANK A. EMMETT CO. 


2837 WEST PICO BLVD. 
LOS ANGELES 6 
CALIFORNIA 





FOR JULY, 1945 
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intensive damage ever suffered by a 
U. S. ship that remained afloat. The 
crew of 704 surviving officers and men 
navigated her safely more than 12,000 
miles with the aid of two of “Big Ben’s” 
complement of three Hamilton Marine 
Chronometers. The third, this scarred 
and blackened relic, was put out of com- 
mission by the fire and explosions which 
racked the after portion of the ship. 
It was recently loaned to the Hamilton 
Watch Company by the U. S. Naval 
Observatory for exhibition to employees 
during the Seventh War Loan Drive. 


q After more than a year in China with 
a signal detachment of the Chinese Com- 
bat Command, Technician Fifth Grade 
Arnold G. Goldber, 20, of the Bristol 
Ring Co., New York City, has been 
ordered to return to the United States 


CPL. ARNOLD GOLDBER 





to attend Officer Candidate School. Cpl. 
Goldber trained at Camp Edison, Sea- 
girt, N. Y., and attended the Fort Mon- 
mouth Signal Corps school. He arrived 
in China in April, 1944, and has .been 
serving with a signal unit which re- 
cently received a unit commendation for 
outstanding performance with the 
Chinese armies during the Salween cam- 
paign, which succeeded in making pos- 
sible the opening of the Stilwell Road. 


q Cpl. Bernard Seltzer, son of Robert 
Seltzer of Seltzer Bros., manufacturers 
at 80 Nassau Street, has received an 
honorable discharge from the army after 
serving for almost five years. Cpl. Selt- 
zer, who fought in battle of Quadalcanal 


S CPL. BERNARD SELTZER 





in the early days of the war, returned 
with MacArthur to Luzon on D-Day. He 
will return to his position with Seltzer 
Bros. 


q Captain Sydney A. Luria of the Air 
Corps, a member of the firm of L. Luria 
& Son, New York, recently received high 
praise from his commanding officer in 
the European theater. Captain Luria, 
who practiced Jaw in civilian life was 


























Hard - To - Get Items 


NOW AVAILABLE 
In Limited DBuantities 


Send your orders . . . we'll deliver. 
Same high quality . . . same fine 
workmanship . . . same depend- 
able service as always. Popular 


prices with good mark-ups. 


t 








Cavalier 
sterling silver 
and gold 
decorated 
. buckles with 
assorted 
shields for 


monograms, 
Also available in 1/20 yellow gold filled. , 


BRAXTON BELTS 


- merica’s 
finest belts 
and the only 
belt made 
with pat- 
ented 
DOUBLE 
COMFORT 
feature bulit 
in to prevent 
sliding. 


BLACK OR BROWN CALFSKIN 
GENUINE PIGSKIN 














BRACELETS 


Genuine heavy-weight sterling or 1/20 
yellow gold filled. Shields. for mono- 
grams, 


Write today for prices 
and deliveries. 
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For Chose Bereaved 
| by the Supreme Sacrifice 


of Loved Ones 


AR 
3 $- 
MEMORY 


& Miller 


An exclusive emblem, expressing in 
simple, exquisite symbolism the 

ts of those who share in the 
supreme ena Begs hel the con- 
versational respect of friends who 
might not otherwise be aware of per- 
sonal loss. 



















beveled star shines out from the soft 
sheen of crepe enamel contained with- 
in the gold edged, five pointed base. 
Pin with safety catch or lapel button, 
as desired, 


Star of Mem ory—Design Pat. 
Pend.—adver tised at $7.50 in 
10Kt. (tax included). 


This copyrighted, controlled feature 
—highly qualified to meet the current 
and gm demand—is offered to 
select jewelers at $6.25 Keystone 
($37.50 doz. net) individually pack- 
aged for special display presentation. 
Due to present abnormal conditions, 
orders will be recognized in relation 
to their timing. 
GORDON B. MILLER & CO. 


809 Walnut Street, Cincinnati 2, Ohio 
Emblems of Distinction Since 1900 


i. 


Copyrighted, G. B. M. & Co.,, Cin’ti, O., March 1, 1945 


The bright beacon of the tiny, gold ° 
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At Camp Base, Fighting Fron |’ 
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commended on his Court-Martial work. 
Said Lt. Col. John G. Napier, “Your 
professional knowledge, together with a 
willingness to expend time and energy 
in thorough preparation, have enable 
you to gain recognition throughout the 
Division for your valuable services.” 
Beside serving as judge advocate or 
defense counsel on the court-martial, 
Capt. Luria also is a Squadron Intelli- 
gence Officer, whose main job is to brief 
and interrogate combat crews. He was 
also commended for the latter work. 


q Bombardier William T. Cox, Jr.,- son 
of William T. Cox, china and giftware 
buyer at A. Stowell Co., Boston, has 
just received an honorable discharge 
from the Army Air Corps after 63 mis- 
sions over North Africa, Sardinia, Italy 
and other points. He is a recipient of 
the Presidential unit citation, the Croix 
de Guerre, three bronze stars and seven 
oak-leaf. clusters. 


q Capt. Thomas Wigglesworth and 
Lieut. Edward Wigglesworth, sons of 
the late Dr. Wigglesworth, have both 
arrived in the United States; the Cap- 
tain on Special] Army mission and the 
Lieutenant home on a Navy furlough. 


q The bronze star has been awarded to 
Technical Sergeant Theodore Baumgold, 
his parents, Mr. and Mrs.’ Jack Baum- 
gold have learned. He also holds the 
Legion of Merit Medal awarded by the 


TECH. SGT. THEO- 
DORE BAUMGOLD 





French Forces of the Interior to which 
he was attached. Sgt. Baumgold is vice- 
president of Baumgold Brothers, Inc., 
diamond cutters, and of its subsidiary, 
Quartz Products Company of New York. 
According to word received by his 
parents he has been assigned to duty 
in the Pacific. 


4 Bertram Milner of Litwin & Sons Co., 
Cincinnati, received notice last month 
that his son, Lt. Graham Milner, had 
been liberated from a German prison 
camp. The young man, pilot of a B-29, 
had been missing since a raid in Septem- 
ber, 1944. Incidentally, he and members 
of his crew all wore good luck charms 
designed by his father. 


4 Two sons of employees of Shreve, 
Crump & Low, Boston jewelers, are back 
home after seeing service overseas. They 
are Pfc. George H. Ames, son of Frank 
Ames of the silver department, back 
home from the Pacific; and Pfc. Robert 
Macomber, son of Heywood Macomber, 
Certified Gemologist, who was wounded 
while with the Eleventh Army in Bel- 
gium. 


| 


















q Lt. Jack Pfeffer, son of David Pfeffer |} tr 
of David Pfeffer Co., New York, was N 
recently commissioned a full lieutenant | re 
en 
di 
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in the United States Navy. Before en- | $7 
tering the service, Pfeffer represented th 
the company in the New York area, tic 





Jack Wheatley, who recently received | % 
a medical discharge from the Coast | 8 
Guard-is again associated with Chas, As- | P* 
cherman & Co., Cleveland wholesalers, {| ? 
Stanley Robinson, a former associate | 





in the company, is back with them. . 
0 
An attractive hotel-lobby jewelry | ™ 


shop has been opened in Utica, N.Y. | 4, 
by Luida F. Gleason. Called The Jewel 
Shop, the store is located in the Hotel 
Utica. 
























14K. 
GOLD | 
Ladies 
Snake 
Watch 
BANDS 






y PB sinning 





Rose or 


Yellow | 
Gold 


$16.50 Each: 


LOUIS 
PERLOFF 


737 Walnut St. 
Philadelphia, Pa. 
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HNATIONAL JEWELERS MUTUAL 
} FIRE INSURANCE COMPANY 
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| mond merghants are urging the govern- 





. once world-famous diamond 
. 4 Holland is to 4 cig the 
as yvvernment must aid in 
ee vshing” it on a basis of free 
enterprise, according to leaders of the 
industry in Amsterdam. Mer- 
t dealers are not in favor of the 
system by which both cutters 
and merchants have become a part of 
state organization. Netherlands dia- 
ment for’an immediate extension of 
eredit and raw materials to those whose 
assets have been stolen; unless this is 
done, they assert, the Dutch diamond 
try will never regain its former” 
international prominence. 

The government was also asked to 
intercede with the Allies to restore the 
50,000 carats of diamonds valued at 
from 15 to 20 million guilders (about 
$7,600,000), which have been taken to 
the Reich during the German occupa- 
tion. Most of this loot is comprised of 
individual “contributions,” with which 
some of the Jewish diamond merchants 
had to purchase their freedom, at a 
price of 20,000 to 120,000 guilders per 
person. Another drain on the stockpile 
was the sale of some 6,000 carats by 
dealers to tide them over the five years 
of occupation. The return of these dia- 
monds would be an important step to- 
ward restoring Amsterdam’s famous in- 
dustry. 

The irony of these diamond transac- 
tions is that they failed in the end to 
protect the dealers against deportation. 








TINSURE iw te 


JEWELERS’ | 
MUTUAL COMPANY «3. 






OWN AM 





Kennno 


Jewelers are currently re- 
ceiving dividends of 40% on 
fire insurance, 25% on wind- 
storm and extended coverage. 
These savings are available to 
jewelers, their families and 
employees — insuring stock, 
fixtures, buildings (including 
homes). Send a card or letter 
for information. No salesman 
will call. 


E. Wisconsin Ave., Neenah, Wis. 


Dutch Diamond Men Want Help But Not Control From 
| Netherlands Government In Re-establishing Industry 
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Toward the end of the war, the Ger- 
mans sent most of them to Celle, in 
Germany, where the Nazis had estab- 
lished a complete diamond industry. 
The train which took them to Germany, 
however, was overtaken by American 
troops, and the merchants, among whom 
were such prominent dealers as Abra- 
ham Asscher and his two sons, were 
set free. 

Amsterdam has been a _ prominent 
diamond center since the 16th century, 
second only in world importance to 
Antwerp. Between six and nine thou- 
sand diamond cutters and _ polishers 
earned an average of 350,000 guilders 
per week in pre-war years. Labor con- 
ditions in the industry became settled 
after 1904 when the Amsterdam Jewel- 
ers’ Association and the Netherlands 
Diamond Workers Union came to an 
agreement on wages and labor condi- 
tions. The annual export of polished 
diamonds from Amsterdam averaged 50 
to 60 million guilders’ worth. 





Cleveland 24-K Club Elects Benway 
President; Deutsch, Roberts, Rock 
Also Named to Office By Group 


Lewis I. Benway of Basch’s Jewelers, 
who has served the 24 Karat Club of 
Cleveland as president for the last three 
years was again re-elected to the presi- 
dency. 

In re-electing Mr. Benway, it was 
pointed out that his tenture of office 
has been so successful, as evidenced by 
the many important projects undertaken 
in the last few years, that he should 
continue for another term in order to 
bring some of the projects under way 
to a successful conclusion. 

Under the guidance of Mr. Benway 
the 24 Karat Club has established a 
Watch Makers’ School at Crile General 
Hospital which is an Army hospital 
located in the Greater Cleveland area. 
For the last six months the 24 Karat 
Club has been developing an appren- 
ticeship program in cooperation with 
the Veterans’ Bureau. As a result of 
many meetings with the government men 
an approved plan has resulted, and 
within a comparatively short ‘time, the 
club announces, a school will be opened 
in Cleveland under the direct‘ super- 
vision of the Cleveland Board of Educa- 
tion for training disabled veterans in 
watch repairing and watch making. 

Among its other achievements were 
the backing of the Ohio Trade Division 
Law; and the strengthening of the 
Jewelry Auction, Ordnance of Cleve- 
land. As a result, indiscriminate jewelry 
auctions may not be held with surplus 
materials that may come from Army & 
Navy stores. 

Other officers of the club are: vice 
president, Sam Deutsch, Rudolph 
Deutsch Co.; treasurer, Maurice Rob- 
erts, Rotbarts; secretary, Clarence Rock, 
Scribner & Loehr Co. 





R. H. Kendregan of Bishop, Cali- 
fornia, in the High Sierras extends an 
invitation to all in the trade to stop 
in and visit at the M. R. Coffee jewelry 
store of which he is manager. There’s 
quiet an inducement since Mr. Ken- 
dregan claims that Bishop is in the cen- 
ter of the best fishing and hunting coun- 
try in the world. 

















A NEW 
“BEST SELLER” 





LEATHER WATCH STRAPS 


Including the FINEST 


QUALITY OF WORKMANSHIP 
and 
HIGH GRADE LEATHER 


Most attractive leather straps on the 
market today! One dozen in a box 
- . . each strap individually boxed 
exactly as illustrated . . . complete 
with buckle . . . Genuine calf leather 
in gray, natural and alligator assort- 
ment ... Perspiration-resisting backs. 
We also have the same strap in genu- 
ine lizard at $8 per dozen. We suggest 
you rush in your order. Sold in dozen 


lots only. 


YOUR COST . . . $4.20 a Dozen 
in assorted leather 
Genuine Lizards . . . $8.00 a Dozen 


TERMS . . . NET 30 DAYS 


j 


MIDWEST WHOLESALE JEWELERS 


"IN A % t 


KANSAS CITY 11, KANSAS 























BLACK ONYX 


ALL SIZES 


* 


SYNTHETIC 
RUBIES 


ROUND & SQUARE 


* 
MAX SCHUSTER 


10 WEST 47th STREET 
NEW YORK 


BUY MORE WAR BONDS 











Harrings in various patterns in 14 KT 
Green and Red Gold 

St. Christopher Key—14 Kt in three 
sizes; also Bill { Charms and 


Links to match ia 


Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes; Bar- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Geld, Platinum and Enam- 
eled Nowelties, inciudit 
Vantty, Cigarette and C 
distinctive and 


CLIFFORD A. MILLER & CO., Ine. 
Manufacturers 
64 West 48th Street 
New York 
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SALUTE TO THE 





A burnished copper globe and the flags and gems of the United Nations are featured in a 
special window display by Shreve & Company, San Francisco jewelers, 


To welcome the delegates and salute 
the United Nations conference, Shreve 
& Company, San Francisco jewelers, 
installed a “World of Gems” window 
display shown above. This window 
features small flags of all the United 
Nations, each with a characteristic gem 
or other mineral of that country used 
in the jeweler’s art: jade with the war 
flag of China, emerald with the Russian 
flag, hematite with the Union Jack, 
amazonite with Old Glory, to mention 
the conference hosts first. Then in 
alphabetical order, Argentina was rep- 
resented by agate, Australia by opal, 
Belgium by beryl, Bolivia by tourmaline, 
Brazil by carnelian, Canada by silver, 
Chile by lapis lazuli, and so on to Yugo- 
slavia which was represented by crystal. 
Some of these were cut stones and 
finished ornaments, others were the 
rough stones and unrefined ore. 

In: the center of the display is a re- 
volving silver globe with burnished cop- 
per continents, resting on four wings 


UNITED NATIONS 


symbolic of the four freedoms, the 
whole piece mounted on a block of black 
Belgian marble. 

The globe is of copper with rivers 
and oceans etched and the oceans silver 
plated. Special acid tanks had to be 
built and new techniques evolved to 
etch and plate a globe of this size, jf 
had to be filled with 12 gallons of wate; 
before it could be submerged in the 
acid. This work was all done in the 
large Shreve factory in San Franciseo 
which manufactures so many of the 
articles sold in Shreve’s retail store, at 
the corner of Post Street and Grant 
Avenue. 

The pioneer California jewelry store 
reports that many of the delegates to the 
Conference have bought jewelry to take 
home as mementoes of this historic 
occasion. The Arabs in their native cos- 
tumes are the most colorful customers, 
they say, Latin Americans the most 
numerous. 











Providence Mfgrs. Expect Ease 
In Manpower Situation By July; 
Silver Use Growing In Favor 

Providence jewelry manufacturers be- 
lieve that July will bring an entirely 
new complexion to their business. 

Underway now is a definite easing in 
the manpower situation iti Rhode Island 
and it is expected that the movement 
will become pronounced in July with 
the companies being in a position to 
build up their badly depleted working 
forces. 

Furthermore, it is believed that the 
recent orders of the WPB in releasing 
such materials as silver and brass will 
have their full effect in July. Some com- 
panies already have noted an easing in 
the metal supply picture but the general 
report is one of continued difficulty. Most 
of the brass mills still are pretty well 
booked on priority orders and both sil- 
ver refiners and the brass mills report 
that more help is needed in order to 
turn out metals in sizable quantities for 
civilian uses. However, their position is 
expected to improve soon. 

Meanwhile, postwar plans are well un- 
derway and there exists the feeling that 
there will be few changes in the posi- 
tion of the companies here. It is under- 
stood, however, that some companies 
which were forced into silver when brass 
was banned early in the war, have found 
use of silver quite attractive and plan 
to continue silver lines even after they 
are able to-obtain brass and return to 
their prewar lines. Reasons for the. 
popularity of silver are the profit mar- 
gins therein and the fact that it is 
easy to work. 
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re a. cos ta its 
LOCKETS ty 
1/20-12K G.F.—ALSO WITH G.F. CHAIN 


112 P—Mother-of-Pearls with 

various G.F. wire scrolls. . .$30.00 dos. net 
112 E—Two-Tone engraved as- 

sorted styles ..........-: $30.00 dos. net 


SUPERIOR JEWELRY CO. 


740 Sansom St., Philedelphic 6, 
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Sapper gentlemen who _ represent 
emselves as watch salesmen and a 
dy little man who takes watches for re- 
Wy and never returns them are mak- 
“money these days by swindling in- 
ent jewelers. tlh 
repair man whose description 
hod of operation tallies closely 
Suh that of a crook who victimized 
“wslers in Buffalo, N. Y., last winter 
ag recently been operating in Worces- 
ter, Mass. He disappeared from the 
ed in New England city on June 4th with a 
: considerable quantity of jewelry and 
Pirie, to a letter from Chief bof 
Police Thomas F. Foley of Worcester, 
this individual arrived in Worcester 
about the first of April, opened a watch 
and jewelry repair shop in one of the 


8, the 
f black 


rivers 
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to be 
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water 
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ore, at 
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and advertising for repair work. 

He evidently knows something about 
his trade for he completed and returned 
a number of jobs, and gave prompt 
service. By this means and by adver- 
tising that work would be done in 24 
hours he appears to have built up some- 
thing of a trade both with jewelers who 
used him as a trade shop, and with the 
public. In this way he was able to get 
into his possession a entity of goods 
with which, as stated above, he de- 
camped on June 4th. 

He is described as 45 to 48 years of 
age, 5 feet 8 inches tall, weight about 
20 lbs. dark complexion, with black 
hair, thin on the sides. He is full faced, 
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It's Ed Freed for 


SHOW CASES 







$85 


F.0.B., N. Y.C. 
(plus $8 crating charge) 


The ““ALL PURPOSE’ 


It's Indispensable! Measuring 20”x40”x 
70” with 28” front glass panel and 2 ad- 
justable glass shelves, 1, 8” and the other 
10” wide. A celebrated Style because of 
its marvelous capacity to display all 
} types of merchandise effectively. 





Send for my 40-Page 
“FREE” Catalog. 






7 FoR Juty, 1945 . 





local office buildings, and began solicit- | 





e Salesmen and A Phony Watch Repairman Are Busily 
lenoaed in Fleecing Jewelers From Coast to Coast 


has pop eyes with dark circles under 
them, and sometimes wears glasses. He 
is shabby in dress and appearance. He 
operated the repair shop under the 
name of John L. Murray, but gave the 
name of Raymond Davis where he re- 
sided. (The Buffalo man, whose descrip- 
tion is practically identical, used the 
names Stevens and Davis). 

A person believed to be the same, 
is also said to have worked the same 
racket in Albany, New York City, and 
Pittsburgh. Undoubtedly he will open 
up pve ol watch and jewelry shop 
wherever he locates. Jewelers through- 
out the country are therefore asked to 
be on the lookout for such a man, and 
to communicate immediately with the 
police departments of both Buffalo, 
N. Y. and Worcester, Mass., if they 
learn of such a man opening a shop. 

Meanwhile, two recent cases of im- 
personation prompts the Hamilton 
Watch Company to advise all retail 
jewelers to check the credentials of any 
Hamilton representative who is not per- 
sonally known to them. Taking advan- 
tage of the jeweler’s natural sists to 
be among the first to receive Hamilton 
watches when they are again available, 
at least two phony salesmen have been 
“assigning” quotas and promising early 
delivery. Having thus gotten the jeweler 
in a happy frame of mind, an attempt 
is made to either cash a personal check, 
or to secure a cash ot emt deposit 
on the order. Operators attempting 
this racket have appeared in the Middle 
West and lower New England. 

The Hamilton Watch Company does 
not accept advance deposits on orders 
for future delivery to retailers and its 
representatives are adequately financed. 

Every effort is being made to speed 
conversion to civilian manufacture, said 
a company spokesman, but return to 
quantity production will be determined 
by the course of the war against Japan. 
Public announcement to the trade will 
be made by the Company as soon as 
Hamilton watches are available in quan- 
tity again and jewelers are asked to 
disregard “inside information” and un- 
official statements as to the availability 
of Hamilton watches. 





Jewelry Factories In Germany 
To Be Opened By Fifteenth Army 


Authorities of the Fifteenth Army 
said they intend to open six factories in 
Coblenz, Germany, soon for the manu- 
facture of costume jewelry. 

Products are to include rings, brace- 
lets, delicate brooches, cigarette cases, 
compacts, powder boxes and wrist watch 
bands, a spokesman said. 

The jewelry is to be sold in Rhineland 
post exchanges. Before the war the fac- 
tories made much of the costume jewelry 
which Germany sent to the American 
market. During the war they made ma- 
chine gun, airplane and submarine parts. 





Fawcett & Nelson is the new jewelry 
partnership formed in Tacoma, Wash., 
by Joe F. Nelson and Carl P. Fawcetter, 
for jewelry merchandising with a retail 
setup established at 117 S. 11th St., in 
the ground-floor of the centrally located 
Washington Building, facing the Peo- 
ples Store, principal department store 
of downtown Tacoma. 
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TWAS IN a 
4704 THAT NICHOLAS 
FACIO, A SWISS WATCH MAKER 
DOING BUSINESS IN LONDON, 
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Protest "Squeeze" 
(From page 243) 


overburdened with OPA paper work and 
harried by masses of technical and often 
contradictory regulations.” 


RENT CEILINGS 


The retailers also went on record sup- 
porting the price administrator in his 
request for control of commercial] rents. 
Making the request “in behalf of mer- 
chants in all war emergency areas of 
the nation,” the retailers feel that it will 
enable the administrator to prevent in- 
equities .or cure them before they arise. 

On the question of the length of ex- 
tension of the act, the retailers are defi- 
nite in their assertion that it should 
come up for review every 12 months, 
not 18, as Administrator Bowles re- 
quested. Because of the swift movement 
of events and because of the difficulty of 
appealing OPA decisions, the retailers 
want the right to come to Congress once 


4 


- added to the interest of his talk by 0 








a year and state their case. 

The Central Council of National Re 
tail Associations represents a group @ 
twenty retail organizations covering # 
most every aspect of the retail economy, 
from druggists to music merchants, Tk 
American National Retail Jewelet 
Association is a member of the group. 





Capt. Wiss, Gemologist, Addresses 
Newark Mineralogical Society 


Captain Jerome B. Wiss, certified 
gemologist and registered jeweler @ 
Newark, N. J., gave a talk on precidl 
and semi-precious gems before the New 
ark Mineralogical Society on June 
Captain Wiss was introduced by tt 
society’s president, Herman E. Grott 
to a large audience, many of whom stow 
throughout the session. 

Captain Wiss displayed a large collet 
tion of gems and colored diamonds, 4 









scribing his quest for gems in the Sou 
Pacific and Australia. wd 
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NYC Jewelers: Are You Holding 
This Wristwatch For Repair? 


A bed-ridden man in Monrovia, Cali- 
fornia, has written to JC-K in an effort 
to locate a wristwatch he gave his 
daughter several years ago. The daugh- 
ter, Mary Marcella Scully, died in New 
York on May 11, and the father is very 

us to have this momento of her. 

"The wristwatch was presumably left 
for repair in an east mid-town jewelry 

re. It was an Omega with the nota- 
tion, “Mary Marcella Scully—June 1, 
1936,” engraved diagonally across the 
pack. “As to the date the watch was 
left for repair,” writes Mr. Scully, “it 
could have been in the months of No- 
1943, or from 
January to April, 1944.” Miss Scully 
arrived in New York from the Women’s 
Army Corps about the latter part of 
September, 1943. 





4A surprise visit from Judge Jonah J. 
Goldstein, prominent figure in the New 
York mayoralty race, featured the an- 
nual dinner of the Silverware, Metal- 
ware and Allied Trades division of the 
United Jewish Appeal on June 14 at 
the Hotel Pennsylvania. Two hundred 
members of the industry came to the 
dinner to pay tribute to Samuel F. Bern- 
stein of the National Silver Co.; and 
to express their approval in a very sub- 
stantial way of the work done by the 
four agencies for which the UJA is 
raising funds. Judge Goldstein is an 
old friend of the guest of honor and 
an associate chairman of\ the UJA 
of Greater New York. 


qA new manufacturing company, spe- 
cializing in the production of 10K and 
4K rings and mountings, has opened 
in mid-Manhattan. The firm, known as 
Charles Fidelman & Co., Inc., is run 
by Mr. Fidelman and Julian Mason. 
They have engaged quarters on the 
eighth floor of 88 West 48 Street. Both 
Mr. Fidelman and Mr. Mason were 
formerly associated with the firm of 
J. Fiddelman & Son and its subsidiary, 
Blancard & Co. 


4 Members of the Jewelry Crafts Asso- 
ciation and all other employers who have 
contracts with the Jewelry Workers 
Union in the Metropolitan area will give 
their factory workers vacations with 
pay. All factories will be uniformly 
closed for production of jewelry for 
two weeks from July 2 to July 16. 


(Thanks to the jewelry industry from 
Col. Alan Corelli of the USAAC Emer- 
gency Corps. The Corps, which was 








composed of business men who drove 
ambulances for many hospitals through- 
out the city since Pearl Harbor, is being 
disbanded. Eight hundred business and 
rofessional men worked with the Corps, 
Iping relieve the shortage of ambu- 
lance drivers and attendants, and con- 
tinuing the work started during the first 
World War. Many people in the jewelry 
industry were interested in this project 
and two ambulances were donated by 
Jewelry men to the cause. Under the 
guidance of Nat Newman, cash dona- 
tions and gifts were given to the Corps. 
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New York City Jewelry Industry 
Exceeds Itself in Red Cross War 
Fund Drive, Collects $330,000 


The Manhattan jewelry industry’s 
contribution to the Red Cross War 
Fund this year exceeded last year’s by 
$54,269, Victor A. Lambert, president of 
Lambert Bros., Lexington Ave., chair- 
man of the drive, reports. 

Contributions for 1945 now stand at 
$327,831 and Mr. Lambert believes that 
late-comers.will boost the total to $330,- 
000. The previous year saw a total of 
$273,562. Of the sum contributed this 
year, $40,000 came as employee gifts, as 
opposed to $34,000 last year. 

On the committee with Mr. Lambert 
were Vice-Chairmen Oscar M. Lazrus, 
William B. Ogush, Aaron Sverdlik, 
Walter Ejitelbach and V. Waters 
Schwab. Honorary chairman of the 
committee was G. H. Niemeyer. 





. Nassau Distributing Co. Opens New 


Offices In Uptown Manhattan 


The fast-growing Nassau Distributing 
Company held a cocktail party to cele- 
brate the opening of new quarters at 
11 East 47 Street, N. Y., June 8. The 
firm, which also comprises the Nastrix 
Watch Co. and the Nadis Ring Co., was 
formerly located at 64 Nassau. Street. 

Michael Lee, head of the firm and 
price consultant to OPA on watches 
and jewelry, welcomed guests to the 
spacious offices, workrooms and show- 
rooms. The building is now owned by 
the Nassau Distributing Company and 
Mr. Lee plans to turn the first floor 
into a trade watch repair shop. 

A considerable part of the company’s 
work today consists of repairing watches 
for our men overseas, via the Army Ex- 
change Service. Nassau was the first, 
Mr. Lee claims, to do this work for the 
Army in any great quantities. “At the 
present time there are several companies 
doing army watch repairing, but when 


we started 18 months ago we were alone | 


in the field,’ Mr. Lee told us. 

Every two months or so a batch of 
watches, a thousand or more, come into 
the workrooms of the firm and are over- 
hauled; they are then scrupulously in- 
spected by representatives of the Army 
Exchange Service and returned to the 
men on the fighting fronts. Many times, 
Mr. Lee revealed, there is no hope for 
a watch which has seen action. In such 
cases, a new watch is often sent. . One 
aspect of doing work for the Army that 
is a little trying to the watch repair- 
men is the amount of paper work in- 
volved. A veritable case history of each 
watch must be kept and every record 
and receipt must be made out in tripli- 
cate. 

Among those who attended the open- 
ing party were S. Perelman, vice-presi- 
dent of Longine-Wittnauer Watch Co., 
Fred Columby of the Columby Watch 
Co., Max A. Taussig, of Paul V. Eisner 
& Co., and Ben DeF rece of the DeF rece 
Watch Co. 
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American Set Jewels 
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Sold wholesale only—write for 
prices and further information. 


CROWN IMPORTING CO. 
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, Whitelaw Brothers 
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48 West 48th St., New York, N. Y. 





ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CRESTS @ DRILLERS 
@ COATS-OF-ARMS —__@ GEM CUTTERS 
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Bstimates furnished without edligation 
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108 Fulton St. New York, N. ¥. 
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The highest grade of work for jewel- 
ers requiring the best 
ROYAL DIAL & REFINISHING CO. 


116 Nessau St. New Yerk 7, N. Y. 








Rich Costume JewBLry 


Executed in beautiful designs 
in Silver, with an 
exceptionally Fine Gold Finish. 


JOSEPH A. RICH 


Meaglacteriag Jeweler 
198 Broadway New York, N. Y. 
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To The Editor ... 








Topaz Again 
Editor, Jewevers’ Crrcutar-KeEystTone: 


The letter from H. M. Paskow on the 
subject of topaz, topaz quartz, etc., 
which was published in Jewevers’ Circvu- 
LaR-Keystone for May (page 283) is 
important enough, I believe, to deserve 
comment. I view the letter merely as a 
stone-dealer’s attempt to legalize or 
justify a trend that is dangerous. 

I defy refutation of the following 
statement: At least 50 per cent of all 
retail . jewelers are selling Citrine as 
Topaz, unwittingly placing themselves in 
a most compromising position. This is 
primarly due to what they are told by 
unscrupulous wholesalers. 

A stone is either Citrine (quartz) or 
Topaz. Citrine masquerades under a 
number of aliases—False Topaz, Spanish 
Topaz and Madeira Topaz and this Cit- 
rine is now being sold as Topaz, which 
is a gross misrepresentation. 

Quartz and Topaz crystallize under 
two entirely different systems and the 
chemical compositions are entirely dif- 
ferent, the only similarity is in color and 
cut. 

If you will analyze the summary in 
Mr. Paskow’s letter, you will find it self- 
contradictory. He mentions four names: 
1—Topaz, 2—Quartz, Topaz, 8—Topaz 
(Quartz) and 4—Citrine. In my opinion 
a Topaz is either a genuine. Topaz or no 
Topaz at all and it should not be sold as 
any type of hyphenated topaz. My pri- 
mary aim is the protection of the retail 
jeweler. 

Sam M. Jacosson, 

Chairman, Trade Ethics Committee, 

Retail Jewelers Assns. of Greater 
New York 


Veteran Training 
Editor, Jeweters’ Circutar-KeystTone: 

For a nice clean slate to help “G I’s” 
vocational training and a good start in 
business, let’s thrash the problem and 
remove trade barriers for those worthy 
veterans. If it were not for their sacri- 
fice all we in U. S. would be demolished 
like battle areas of the old world. 

“How much” will be available to Dis- 
charged Veterans, in “Vocational re- 
habilitation.” 

I have a letter from the Veterans Ad- 
ministration saying: “The Congress in 
various legislative acts has attempted 
to make adequate provisions for veterans 
whereby they may enter into normal 
civilian pursuits.” 

In implementing these veterans how 
much will G I’s be augmented by the 
trade, in materials, tools, and commodi- 
ties? ° 

If a veteran went into many jobbing 
and wholesale houses today to buy com- 
modities, unless he were registered in 
the Keystone as a merchant, all he would 
get would be a poker face—no sale. 

Back 37 years ago any one veteran 
working at the watch and clockmakers 
bench could buy anything if he had the 
money and gradually stock up. Our 
G I’s can’t do that now—looks like 
covetousness will have to move over for 
“G I’—if G I must have a jewelry 
store first—How is he going to get it 
without a “stick up” or via “heir ap- 
parent?” 

Better open the old closet and show 
“@ I” the old skeleton first. 


/ 


Supposing I wanted to buy the a 
cians equipment for making lenses, 
could I or a G I stock up with 










text books, etc., where could I buy: ls, 


materials? ie: 
Tell this to G I Joe now, before jp 
wastes many useless years. a 


V. Homer Peazopy, Rock Falls, 1 


Lucky Prisoners 


Editor, Jewerers’ Crmcutar-Keysre wt 


=> 


I would like to call your attention 
to an unfair merchandising outlehs 
Prisoner of War Post Exchanges, 

The prisoners can purchase luxgw 
items, excise tax free, while any ¢j lian 
must pay retail price plus federal a. 
cise tax. by 

There are no Geneva rules that stat 
we must supply prisoners of war a 
wholesale prices. - 

And the pay off—if a prisoner’s P, ¥ 
cannot obtain the merchandise from 
regular wholesale channels, they requisi- 
tion from the regular Army P, X. 

A drive should be started to unveil the 
unfair practice in prisoners camps 
through both military and wholesale 
channels. 

Georce Hernaeicu 





———., 


Exemption Plea 
(From page 241) 


placed in the same category as jewelry 
set with precious stones and natural 
pearls, and placed on the list of items 
exempted from price control.” 

On the Manufacturing Jewelers’ In- 
dustry Advisory Committee which pre. 
sererd the brief to OPA in Washington 
were Edward O. Otis, Jr., chairman, 
Otis Co., Providence; Henry A. Niven, 
L. G. Balfour Co., Attleboro; Benjamin 
Brier, Brier Manufacturing Co., Provi- 
dence; George Ingleby, Hadley (Co, 
Providence; Freeman Sturdy, Cheever- 
Tweedy Co., North Attleboro; Charles 
Mealy, Forster Chain Co., Irvington, N, 
J.; Charles Church, Church & Co., New- 
ark; Leonard Shiman, Shiman Manufac- 
turing Co., Newark; A. Bowden, Brogan 
& Co. Philadelphia; Harry Herff, 
Herff-Jones Co., Indianapolis; Walter 
Beer, Walter F. Beer Co., New York; 
Henry Rosenblatt, Coro., Inc., New 
York; and W. Waters Schwab, J. R. 
Wood & Sons, New York. 

The statement is now under considera- 
tion by E. F. Heilman, supervising 
analyst of the OPA, and David Krieger 
of the Consumers Durable Goods Divi- 
sion, OPA. 

Although no action has been taken by 
OPA on this request, there appears to 
be only a slim possibility that the ad- 
visory committee’s request will be 
granted. Virgil Zimmerman of OPA 


(Please turn to page 261) 














ETERNA WATCH COMPANY 
OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 








THE JEWELERS’ CIRCULAR-KEYSTONE 














ONE 


AN 


“Of all the firms making precision 
equipment for the Army Air Forces, 
less than 242% have been deemed worthy 
of the coveted Army-Navy “E” Award 
for Excellence in Production—for this 
honor is not freely granted—it must 
be earned. You of the O. B. McClintock 
Company, indeed, belong to a very select 


roup. 
with this high commendation, Lieu- 
tenant-Colonel John H. Morton cited 
the achievements ofsthe O. B. McClin- 
tock Company of Minneapolis in winning 
the coveted Army-Navy “E” Award for 
excellence in the production of fractional 
horsepower Electric Motors and highly 
skilled precision electrical measuring 
equipment. 

The ceremony was held Monday after- 
noon, May 28, 1945, in the private park 
between two wings of the McClintock 
factory. 

In accepting the award, Lloyd G. 
Pattee, president of the O. B. McClin- 
tock Company, paid full tribute to the 
loyalty and skill of employees in the 
plant whose pride in their work had 
produced the degree of perfection that 
made this recognition possible. 

Presentation of “E” emblems was 
made by Lieutenant-Commander B. M. 
Abel, and accepted on behalf of the em- 
ployees by Louis J. Couture. 

On May 5 Oneida Ltd. received its 
fourth Army-Navy “E” award. All 
Oneida Ltd. plants are entitled to fly 
the “E” flag with three stars. This lat- 
est award was in recognition of the 
outstanding record of the Company in 
producing materials essential to the war 
effort. It was on March 30, 1942, that 
Oneida Ltd. stopped making silver plat- 
edware for civilian use and rapidly con- 
verted to war work. Seven months later 
—on Oct. 17, 1942—the first “E” award 
was made. A second award was re- 
ceived Sept. 15, 1943, and a third, Oct. 
21, 1944. 

Meanwhile, the International Silver 

mpany received its sixth “E” on June 
18 in the State Armory at Wallingford, 
Conn. The award went to the men and 
Women of Factory “P” for their pro- 
duction of magnesium incendiary bombs, 
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"E" FOR O. B. MeCLINTOCK CO. 





Col. Morton of the U. S. Army Air Forces, Lloyd G. Pattee, president of the O. B. McClintock | 
Co., Minneapolis, and Louis Couture, employes’ representative, display the Army-Navy "E" | 
Award pennant. 


which at present are devastating indus- 
trial and military targets in Japan. Col. 
Lowell A. Elliott, Chief, Chemical War- 
fare Service, Washington, D. C., for the 
third time, within a little more than a 
year, presented to a factory of Interna- 
tional Silver the coveted production ban- 
ner Factory “X” in Meriden got the 
flag on March 14, 1944; Factory “X” in 
Northampton, Mass., received it in 
March of this year. 

The Elgin National Watch Company’s 
Plant No. 2 received its third renewal 
of the Army-Navy “E” Award recently, 
with Vice-Admira] Arthur S. Carpender 
doing the honors. Edward P. Hachtel, 
superintendent of the plant, accepted 
the banner with its cluster of stars from 
the Admiral and: James G. Shannon, 
general superintendent of the watch 
company, presided at the exercises. T. 
Albert Potter, Elgin’s president, pre- 
sented Admiral Carpender. 





Platinum ... 


(From page 243) 


correcting this impression by demonstrat- 
ing the part the industry overall has 
taken in the production of war items, 
and certainly the industry should do all 
it can to assist in the war effort by 
graciously complying with necessary 
governmental regulations.” 


Illinois Jewelers Re-elect 
Charles Jacobs As President 


A special bulletin of the Illinois Re- 
tail Jewelers Association announces the 
election of Charles D. Jacobs of West 
Frankfort as president for another term. 
Others elected include Paul W. Becherer, 
Belleville, first vice president; M. C. 
O’Dell, Waukegan, second vice presi- 
dent; Henry T. Mortensen, Chicago, sec- 
retary-treasurer. 

Elected to the Board of Directors 
were R. M. Martin, Decatur; Carl E. 
Lindquist, Rockford; James Kuba, Chi- 
cago. 
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Members of the Boston Jewelers As- 
sociation got together, 300 strong, for 
their annual outing at New Ocean 
House, Swampscott, on June 20. Because 
of a downpour which lasted six hours, 
few of the planned sports could be par- 
ticipated in. Toward the end of the 
afternoon, hdwever, the sun came out 
and the horseshoe pitchers did some 
very splashy pitching. The evening en- 
tertainment featured Lou Walters and 
his Latin Quarter revue. Our Boston 
correspondent went out to Swampscott 
and took some excellent pictures of the 
festivities which we'll publish in the 
August issue. The outing was ar- 
ranged by John S. Kennard, president; 
J. Gould Cook, vice-president, and Carl 
F. Lawton, secretary-treasurer. 


q With the securing of watches per- 
formed by members of the Coast Guard 
Temporary Reserve in the First Naval 
District at 2400 hours (midnight) on 
Friday, June 15, at least three members 
of Boston’s jewelry trade have been re- 
leased from active duty after voluntar- 
ily performing an average of 12 hours’ 
guard and boat duty a week for over 
two years. Nathaniel I. Goodman, of 
the Jewelers Building, a member of 
Flotilla 511’s boat detail, completed over 
1000 hours of active duty, serving as 
coxswain of his crew. Oreste Dellorfano, 
in charge of the material department of 
Travis, Farber Co., Jewelers Building, 
had more than 900 hours to his credit 
with Flotilla 518. Edward E. MacCourt, 
for a number of years with Louis Man- 
heimer & Bros, New York, and more re- 
cently with Harris & Lawton, Jewelers 
Building, was associated with the boat 
division of Flotilla 412 for over two 
years. All of these men received ex- 
pressions of appreciation for “a job well 
done” from Capt. Frank M. Meals, Cap- 
tain of the Port of Boston. 


q The New Hampshire Retail Jewelers’ 
Association will not hold a convention 
this year, according to President Addie 
Fisk Goodell, of Epping, N. H., but 
will have a meeting on Monday, July 2, 
of officers and directors to transact cur- 
rent business. This will be held at Suna- 
pee, N. H. 


q The Rogers Jewelry store in Spring- 
field, Mass. has ended business there and 
the store now is occupied by Gerber’s 
of Springfield. 


q The Ross Mfg. & Jobbing Co. of 
Providence hds moved from 148 Summer 
Street to 407 Pine Street in the same 
city. 


q Solution of the breaking of nine jew- 
elry store windows in various sections of 
Boston during May was believed reached 
in the recent arrest of Vaughn J. Stew- 
art, South End. Stewart was held for 
the grand jury under a bond of $7000 
on charges of breaking and entering and 
larceny. He was arrested shortly after 
he had smashed a window in the M. El- 
terman Co. store in Roxbury. Police 
found $500 worth of stolen jewelry and 
a ‘batch of pawn tickets when they 
reached Stewart’s rooms. 


4q Two long-time occupants of the Jew- 
elers Building rounded out 42 years 
there recently, William J. Murray on 
the 29th of May, and Ralph Cohen, of 
A. Frisch & Co., Inc., on June 11. 


/ 








q Albert ay spelen of Dover, N, H, 
was reported at home recuperatin ; 
cevdbal lines on the sick list. 6 after 
q Arthur Pyer, St. Albans, Vt., jeweler, 
was reported to have filed a voluntary 
petition of bankruptcy recently, 

q Out -of-town jewelers seen g. 
Boston during the past month included; 
David Yaffin, of Kauffman’s, St, Peters. 
burg, Fla.; William Schwind, of R, ¢ 
Jewelry, Rumford, Me.; L. E. 
Mystic, Conn.; Morris Downing, Ney. 
port, N. H.; Bernie Clark, Elgin Wath 
Co., New York City; C. F. Atkins, Ben. 
nington, Vt.; J. H. Sawyer, Bar Hap. 
bor, Me.; Sam Fine, George E. Peay 
son Co., Manchester, N. H.; P. A. Ca 
Haverhill, Mass.; Orin Fredette, 

N. H.; Mrs. S. Mingus, Post Office Jew. 
elers, Manchester, N. H.; J. Eno, Skow. 


_ hegan, Me.; M. P. Foss, Pittsfield, WV, 


H.; A. J. LaRochelie, Rochester, N, H; 
W. A. McKenney, Athol, Mass., and 
William Robichaud, of Leominster, 
Mass. 

q “Nat” Goodman of Nathaniel I. Good- 
man, Inc., recently returned from an ex- 
tended buying trip in New York, New 
Jersey, and Pennsylvania. 

q Vacations have started among many 
of the jewelry trade, with Mary Dona- 
hue of Harkins & Murphy away during 
the first two weeks of June. 

q Even short trips have been enjoyed, 
with Mike Mahar of Harkins & Mur 
phy, and Bernie Smith, of Smith and 
Zaff off on a boat trip to Nantucket, on 
which Mike was reported to have been 
not too good a seaman. 

q Moe Fineson opened a new jewelry 
store in Bangor, Me:, on June 1, to be 
known as Crown Jewelers. 

q E. E. Brooks, of Palmer, Mass., who 
has been laid up for several weeks, was 
in Boston recently for the first time in 
months. 

q Arthur S. Kelley, the former trea- 
surer of Norling & Bloom, Wash 
ington Building recently returned from 
a fishing trip in, Colebrook, N. H, 


where Arthur reports having gotten at 


least one bite—by a dog! 

q Noise of hammers and saws was 
heard recently in the offices occupied by 
Ben Bloom and Mike Terban in the 
Washington Building, where new parti- 
tions were being erected and general re- 
modeling was under way. 


4 Herbert W. Stranger, Washington 


Building, has opened up his summer cot-— 


tage in Truro on Cape Cod, and plans to 
spend a good part of the summer there. 
q The Jaeckel Manufacturing Company 
of Providence and its New York afiili- 
ate, Jay Kel Jewelry, have been ex- 


onerated in a case instituted against” 
them by the War Production Board. An™ 
appeal, filed in March, was considered” 
by Deputy Chief Compliance Commis-— 


sioner Curtis Bok, who directed that the 
suspension order against Jaeckel be re- 
voked. 

4 Vincent Hartnett, recently discharged 
from the Navy after two years in the 
Philippines, is learning the jewelry busi- 
ness with the Church Company, Wash- 
ington Street jewelers. Mrs. Eleanor 


Carter has left the firm to join her ser-~ 


viceman husband, and former  book- 


keeper Miss Ruth Lewis, has now be- 
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assistant manager of Church Com- 

with Miss Barbara Murphy tak- 
the latter’s place as bookkeeper. 
Harry Garwood, watch buyer with 

, Crump & Low since 1908, is re- 


T tiring shortly, and leaving for Califor- 


nia. 


agg Boyd, of Shreve, Crump & 


ws silver department, is now in 
charge of their stationery department. 
Samuel J. Tyack reports 100 per cent 
yee backing in the Seventh War 
Loan Drive at Shreve, Crump & Low’s, 
ghose service flag now shows one gold 
r and 20 blue stars. 
( Eastern Guild of the Gemological In- 
stitute of America held its first meeting 
since the passing of Dr. Edward Wig- 
worth on June 14. The May meet- 
was canceled out of respect to Dr. 
Wigglesworth. The June meeting was 
sddressed by Prof. Bailey of Boston 
University, who spoke on minerals as a 
hobby. Howard Preston, of Thomas 
Long Co., conducted the gem quiz. Rich- 
ard Chesley, of Thomas Long Co., con- 
ducted the 012 Course. Plans for the 
future of the Eastern Guild were dis- 
cussed and voted upon during the busi- 
ness meeting conducted by President 
Harold Partridge, of Trefry & Part- 
ridge. This was the last meeting of the 
season, with plans for resuming in Sep- 
tember. 
{The American Standard Watch Case 
(Co, Providence has formally opened 


‘Jone of the most elaborate employe 


cafeterias in this state. Equipped to 
handle some 400 persons, the cafeteria 
poasts an all-electric kitchen, is com- 
pletely air conditioned and has walls 
of walnut veneer finish. Housed in a 
new addition to the company’s plant on 
Dexter St., the new cafeteria will be 
operated on a cost basis. 

(The County Mfg. Corp. has been in- 
corporated in Rhode Island to carry on 
the business of jewelers, gold and silver 
smiths, dealers in articles of coins, 
metals, precious stones and dealers in 
gold and silver plate. Authorized 
capital is $10,000 preferred and 600 
shares of no par common. Incorporators 
are Esther Abrich, Eleanor Seltzer and 
Bernard B. Abedon, all of Providence. 
(The Gorman Mfg. Co. has declared 
a dividend of 50 cents, payable June 
Is to stock of record June 1. 
(Archibald Silverman, partner of 


Silverman Brothers, Providence jewelry 
‘}manufacturers, has been elected presi- 


dent of the General Jewish Committee 
of Providence, Inc., successor to the 
United Jewish Appeal. Benjamin Brier, 
president of Brier Mfg. Co., also jewelry 
manufacturers of Providence, was 


Jramed a vice president. = 
}4Rhode Islanders again were urged to 


donate idle watches for shipment to 
O. S. Edmiston, chairman of 
the Rhode Island Committee for Russian 
War Relief, who made the new appeal, 
sid that Russia needs the timepieces 


For its doctors and nurses. 
{The trade name, Glamour Jewelry Co., 


las been registered in Rhode Island by 


the owners, Louis Dordine, Katherine 
‘| Dordine, 


Thomas and 


E. Jackvony 
Carmila Jackvony. 


; {A group of 25 Rhode Island jewelry 


have signed contracts with the 
Iternational Machinists Union, Local 


1%. Effective until August 25, 1946, 
}the contract covers tool makers, hub and 


cutters and chain machine operators. 


JA slight increase in wages, and three 


Wlidays per year with pay are among 
provisions. 
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q The wave of jewelry plant robberies 
continues in Rhode Island. Latest 
casualty was the manufacturers Salvage 
Co., jewelry plant in Providence, where 
silver scrap valued at $5000 was taken 
from a vault. Meanwhile, Carmine De 
Simone, 43, of Providence was arrested 
after police seized at his home a quan- 
tity of assorted costume jewelry, 
watches, clocks, cigarette lighters and 
other items. 

Two motherly-looking women who 

police believe were professional jewel 
thieves stole a tray of 48 diamond rings, 
valued at $4800 from Mowry’s, Inc., 
Woonsocket, R. I. jewelry store. The 
woman picked an hour when there was 
only one clerk in the store. One en- 
gaged the lone clerk in conversation 
while the other in one quick movement, 
reached into the case, took the tray of 
diamonds and then both melted into the 
crowd despite the attention created by 
the clerk’s cry of “Police.” The day 
previous to the robbery, the thieves were 
in the store “just looking” and ap- 
parently lined up the robbery, police 
said. 
q Providence jewelry stores and jewelry 
manufacturers were prominent in the 
7th War Loan Drive with many of the 
stores going over their quota early in 
the campaign. 


q A Federal grand jury in Providence 
has indicted three jewelry plant officials 
and four employes, charging them with 
conspiring to violate Selective Service 
laws through falsely getting draft de- 
ferments for non-defense workers. Plant 
officials named in the conspiracy cases 
were Morris Horovitz, president of the 
W. & H. Jewelry Co. and the Superb 
Case Manufacturing Co.; Joseph E. 
Skoog, vice president of the companies 
and Joseph Lavan, majority stockholder, 
treasurer and secretary and general 
manager of the Superb firm. 


4@ Miss Ida Alfino has joined the H. W. 
Stranger Company, Boston. 


q Harry Parritz, of Harry Parritz & 
Bro., Washington Building, has just re- 
turned to Boston from his first airplane 
buying trip to New York City, pleased 
with the time saved and predicting a 
great future for air travel. 


q July 5 is the “Thomas Long Asso- 
ciates Pops Night” at the Boston Sym- 
phony Orchestra’s summer concerts. 


q Miss Ruth McLaughlin has been re- 
cently appointed the new advertising 
manager of Thomas Long Co., Inc., re- 
placing Miss Marjorie Wheeler, who has 
gone to California. 


q Mrs. Ella Bird, now with Smith-Pat- 
terson Company, has been out ill for a 
month, but is expected back shortly. 


q Joseph Manning, now in his 38th year 
as shipper with Smith-Patterson Co., 
celebrated his 77th birthday on the 28th 
of June. 





John De Vogel Opens Repair & 
Watch Shop in Albany, N. Y. 


Jehn De- Vogel, formerly manager 
and watchmaker of Marston & Seaman, 
Albany, N. Y., and a prominent member 
of the New York. State Horological Asso- 
ciation, has resigned his position there to 
open his own shop. The shop is located 
at 11 North Pearl Street, Home Savings 
Bank Bldg., Room ’502. Mr. De Vogel 
is specializing in fine watch repairing 
and the selling of fine watches. 








Distributors 
ELGIN, WESTCLOX, 1847, 
COMMUNITY, MANNING- 
BOWMAN, SETH THOMAS 
Jewelry, Diamonds, “Yours Truly” 
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America's “Number |" 
Catalogue of Window Dis- 
plays and Fixtures. 40 
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a FREE copy today. 
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American made — 
of polished alumi- 
num to retail for 
$5.50. 
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less 
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NOT SUBJECT 
TO FEDERAL 
TAX 


These Precision 
Lighters are 
guaranteed to 
give your cus- 
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satisfaction. The 
price at which 
they are made 
to sell — $5.50 
—has been ap- 
proved by the 
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q It has been a matter of common knowl- 
edge, of course, that Montgomery Ward 
Co., of Baltimore are in the diamond 
business, but it is none the less a matter 
of moment to report that the collection 
of gems exhibited at the warehouse on 
Washington Boulevard in May included 
the big Jonker diamond which was 
found near Pretoria, South Africa, by 
the prospector after whom the stone is 
named and sold for more than $300,000 
In its original state the stone weighed 
726 carats. Later it was purchased for 
$730,000 by Harry Winston, who had it 
cut. The largest fragment of 125 carats, 
is on exhibition with the collection and 
is valued at an even $1,000,000. It has 
been seen only in style shows and is 
stated to be not for sale. Other diamonds 
in the display include the famous Varga 
stone found in Brazil and originally 
weighing 700 carats, and the Stotesbury 
emerald of nearly 40 carats, estimated 
at $75,000. The display costs Montgomery 
Ward $1,000 in insurance and is in- 
tended as a drawing card for the sale 
of jewelry. The buying at the present 
time is stated to run to large pieces 
more than at almost any previous time. 


q George MacKenzie, for ten years or 
more a salesman with the James R. 
Armiger Company, at 310 North Charles 
Street, Baltimore, has joined the staff 
of the Hennegen-Bates Company at 3801 
North Charles Street. Mr. MacKenzie 
enjoys a large acquaintance with the 
New York trade as well as the manu- 
facturing industry. The Armiger Com- 
pany has been in business for more than 
80 years and the age of the Hennegen- 
Bates Company is almost, if not quite 
as great. 


q Samuel A. Strouse, for years one of 
the most active traveling men with J. 
Engel & Co., Inc., who withdrew from 
that corporation after the outbreak of 
the conflict to take a war’ position, has 
joined the Theodore A. Newhoff Ad- 
vertising Agency, with offices in the 
Court Square Building at Lexington and 
Calvert Streets. 

q When Leon Engel, of J. Engel & 
Co., Inec., returned from New York, 
where he attended the conference of the 
National Wholesale Jewelers’ Associa- 
tion, he brought with him Harold 
Alberts, of Boston, who took in the 
sights and the jewelry district of the 
Monumental City. 


q H. Abraham, a retailer of Valdosta, 
Ga., was in Baltimore June 6 to visit 
his daughter, who had just presented 
her husband, an army officer, with a 
daughter. He also took occasion to call 
at the wholesale establishment of the 
U. S. Jewelry Company at Baltimore 
and Liberty Streets, and placed an order 
for a number of rings, with other goods. 


4 Norman Greene, manager of the store 
of M. Greenebaum & Sons, 104 North 
Howard Street, Baltimore, spent two 
weeks at Ocean City, Maryland, the 
State’s only seaside resort, with his wife 
and young daughter. 


q William Sheck, who had been a sales- 
man connected with J. Engel & Co., 
Inc., for some time, but about one year 
ago resigned to join the force of the 


/ 


Wennegen-Bates Company, 
leading retail stores in Baltimore Te 
linquished that position on June 14. His 
plans for the future are not known, 


one of the 


q Leon Engel, of J. Engel & Co, 1 

wholesalers, has gone on a business trj 
to Virginia and other points South, and 
is expected to put in perhaps two weeks 
visiting old customers of his house and 
maintaining close connections at a time 
when few traveling men are out on their 
swings, apparently in anticipation of the 
time when conditions will change again, 


q While the releasing of purchases of 
silver for the use of manufacturin 
establishments under M-199 during the 
month of May is welcomed by houses 
in Baltimore, they are likely to run 
against difficulties in the way of the 
production of goods by the scarcity of 
workers.. The ranks of these artisans 
have been so depleted by the war years 
and the restrictions imposed that the 
number of those still in the business jg 
entirely inaedquate to keep a well 
equipped plant in operation. This rea- 
son is advanced by M. L. Millspaugh, 
the head of the Kirk Company, at 
Twenty-fifth street and Kirk Avenue, 
for failure to resume activities on any- 
thing like a full scale, with some period 
of uncertainty for the industry still 
ahead. 


4 The 12th annual banquet of the Ten- 
nessee Watchmakers and Jewelers Asso- 
ciation, Guild No. 4, was being held at 
Hotel Gayoso, in Memphis on Wednes- 
day night, June 18, with guests from 
Mississippi, Arkansas and Tennessee, 
Max Sandler is president of the asso- 
ciation; A. P. Hunt, vice president; L, 
J. Thomas, secretary-treasurer. Messrs. 
Sandler and Thomas headed the enter- 
tainment program. 

Due to conditions the guilds in Mid- 
dle and East Tennessee were not 50 ex- 
tensively represented as usual but the 
organization has made advanced strides 
in its technical field. 
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J. O'Shaughnessy Elected | 
President of New York Horologs; 
fo Expand Magazine, "The Loupe" 


At the June meeting of the Horologi- 
eal Society of New York, Inc., the mem- 
pers elected a new slate of officers 
jaded by James J. O’Shaughnessy, who 
held that office once before. 

Morris Klein, president for two suc- 
cessive years, declined a bid for re- 
nomination and the nominating commit- 

named Barney Goldstein and Mr. 
(’Shaughnessy for office. In the ballot- 
» Mr. O’Shaughnessy received a ma- 
iority vote. However, Mr. Goldstein 
a returned to the office of vice presi- 
dent, a position he has held for more 
than three years. . wr 

Henry B. Fried, editor of the society’s 
technical paper, The Horologist’s Loupe, 
was reelected executive secretary, an 
ofice he has held for more than five 


rs. 
"Paul G. Roth was reelected recording 
secretary and Frank Knoll was re- 
elected treasurer. Charles K. Johns 
was returned to the office of trustee and 
as his assistant Henry Morriss was 
chosen to replace George Keneske, who 
held that office for more than five years. 
Mr. Keneske declined to run again. 

Mr. Lindig and Otto Ross were 
chosen as historians—librarians. 
The executive committee elected 
showed many new names on the roster of 
oficers. These are Samuel Green- 
glass, Hans Decker, president of the 
New Jersey State Watchmakers Asso- 
ciation: Foster Brown and I. Liemer, 
At the conclusion of the elections, 
Morris Klein presented the treasurer, 
Mr. Knoll, with a gift for his long, 
eficient service to the society. Mr. 
O'Shaughnessy extolled the work of the 
past president and enumerated his 

achievements. 





Barney Goldstein, vice president, 





spoke of the proposed enlargement of 
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the society’s official journal, The Horolo- 
gist’s Loupe, and made numerous sug- 
gestions for its growth. Henry Fried 
spoke of the efforts to produce such a 
journal and noted many considerations 
for the growth of this periodical. Mr. 
Lindig, historian-librarian, spoke of the 
publicity given to the organization by 
the many trade journals and made sug- 
gestions for its imptovement. 


Mr. O’Shaughnessy thanked Mr. Lie- 
mer, chairman of the nominations com- 
mittee, for his fine work. The president 
then announced that meetings would be 
suspended for the months of July and 
August. Mr. O’Shaughnessy closed the 
fiscal year of the society with a good 
wish that the growth of the society con- 
tinue along its steady path. 





Exemption Plea 
(From page 256) 


Consumer Durable Goods Division in 
Washington made this plain in the paper 
read at the meeting of the National 
Wholesale Jeweler’s Association. “For 
the present,” he said, “it does not ap- 
pear likely that any blanket exemption 
of an entire industry like jewelry would 
be possible, although certain types of 
items may be exempted from time to 
time.” 


SYNTHETICS,. IMITATIONS 


Previous to the presentation of this 
blanket request for exemption of jew- 
elry another statement was handed to 
the OPA men by the Stone Dealers’ In- 
dustry Advisory Committee. Also pre- 
pared by the Jewelers Vigilance Com- 


| mittee, the request asked for “elimina- 


tion of price control on semi-precious, 
synthetic, imitation stones and cultured 
pearls and mountings into which such 
stones are set.” 

“With the best of intentions,” the brief 
says, “in many instances a dealer cannot 
know whether items sold today are of 
the same quality, etc., as those which 
were sold in March, 1942, and which sup- 
posedly established ceiling prices.” Set- 
ting forth all the complexities of stand- 
ardization and grading, the brief said 
that they have been “practically impos- 
sible to overcome and have resulted in 
confusion and misunderstanding. 

It was emphasized that the conditions 
applicable to semi-precious, synthetic 
and imitation stones, and imitation and 
cultured pearls are directly comparable 
to those applying to precious stones and 
natural pearls, which are exempt from 
price control. 

OPA will study the possible effects 
of the exemption of stone prices on 
other phases of the jewelry industry. 

The Stone Dealers’ Committee in- 
cludes Leopold Nathan, S. Nathan & 
Co., New York, chairman; Max Stern, 
Max Stern & Co., New York; Thomas 
H. Benedict, H. R. Benedict & Sons, 
New York; Earl H. Ashley, E. H. Ash- 
ley & Co., Providence; Adolph Meller, 
Adolph Meller Co., Providence; H. N. 
Paskow, William V. Schmidt Co., New 
York; Anthony Mastaloni & Co., New 
York; Julius Lipton, Oval Manufactur- 
ing Co, New York; Bernard Hirsch, 
Frederick J. Essig & Co., Chicago; Regi- 
nald Gifford, Kilburn Glass Works, 
Chartley, Mass. 
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universal. All parts are made of 
tool steel and provide friction ad- 
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frame. 
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The only complete course in gemology, 
the science of all gem stones. 

Special courses in diamonds. Courses 
in all jewelers’ merchandise except 
watches. 


GEMOLOGICAL INSTITUTE OF AMERICA, Inc. 
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q The Chicago Credit Jewelers Associa- Decatur, Carl E. Lundquist, Rockfo 
tion held their last dinner and business and James Kuba, Chicago. " 
session before summer vacation at the q In the hearing of the case of 
Standard Club on June 6. Retiring Sturtz, 29 E. Madison St. Chie Al 


President Valentine Jones informally against whom OPA had filed ¢ AB0, 
; om 
passed the gavel to Phil Martin, who | for violation of watch prices and cae 
with other officers will be formally in- ing triple damages. The complaint was 
stalled at the September meeting. Mr. dismissed and an injunction entered fy 
J. D. Driscoll of the Better Business the observance of requirements of 
Bureau informally discussed complaints RMPR 499. of 
brought to their attention and expressed 4 Vincent Newman, manager of th 
appreciation of the assistance given by Jewelers Board of Trade Chicago off 
officers of the association in adjusting left Chicago early in June for an m, 
complaints. Most of the evening was tended business trip to Denver, Salt 
devoted to a discussion of plans and Lake City and cities of California 


means for publishing their Year Book, 

a history of the organization, which will 

be issued in Sept ieee . ; room to accommodate the watchmakers 
: : : attending the meeting of the Chic 

q The May meeting of the Metropolitan Horological Guild held at the Hamilton 

Chicago Chapter of the American Gem Hotel on June 15. The unusual atten. 


q It was necessary to provide a larger 








Society marked the completion of 10 dance was attracted by the announce. 
years of meetings during which no ses- ment that “Watchmaster Charlie Pur 
sion was missed. This record includes dom” would speak. Throughout this see. 
the year when study meetings were con- tion “Charlie” is known as an authority 
ducted during summer months and two on time recorders. He gave an interest. 
meetings a month were held in the fall ing and instructive demonstration oa 
and winter months. H. Paul Juergens, rating watches, discussing static and 
chairman, recalled the experiences and dynamic poise, temperature and escape- 
difficulties of the early period and con- ment adjustments, hair springs and bal 
gratulated the members upon the in- ances. Their next regular meeting will 
creasing interest developed during the be in September. 

past 10 years. The evening was devoted 4 The Imperial Pearl Syndicate am 
to identification of stones by use of the nounces the addition to its mid-west. 
various instruments. Sessions will be re- ern staff of Mr. L. Amberg, a former 
sumed in September. Lieutenant in the United States Army, 
q Secretary Henry T. Mortensen, of the This is in line with the company’s policy 
Hlinois Retail Jewelers Association, an- of hiring returning veterans to fill open- 
nounced last month that the mail ballot ings in the organization, according to 
for officers of the organization resulted Joseph Goldstone, manager of the Chi- 
in practically a unanimous vote for cago office. 

ticket suggested by the nominating com- : 

mittee. The officers elected are: presi- The Northwest Clock Exchange and 
dent, Charles D. Jacobs, West Frank- the Market Gift Shop have been estab- 
ford; vice-presidents, Paul W. Becherer, lished together on the 4th Avenue level 
Belleville, and M. C. O’Dell, Waukegan; of the Security Public Market, big super 
secretary-treasurer, Henry TT. Morten- food setup of 4th and Virginia St, 


sen, Chicago; Directory, R. M. Martin, Seattle. 

















EINSTEIN BE:: 


WATCH MATERIALS & SUPPLIES, TOOLS & 
OPTICAL GOODS 


5 SO. WABASH CHICAGO 3, ILLINOIS 
ASK FOR OUR CATALOG 


2 2 & @w «@ 2 '*% £°R > @ e''® 2 24 


WRITE FOR OUR FINGERPRINT CATALOG AND 
PRICE LIST 

Diamonds, all sizes and qualities, new watches. Complete line 
of Watch Cases and Dials, Specialty Lapel Cases, Watch Straps, 
and J-B Watchbands, Watch and Ring Boxes, Cocktail, Baby, 
Wedding and Birthstone Rings, Cocktail Cases with and without 
Diamonds, Spray and Rhinestone Pins, S. Gold and G. F. Ear- 
rings. Identification Bracelets, Anklets, Wallets, Window Dis- 
plays and Trays, Findings, Stems, Staffs and Mainsprings. Send 
your movements, we will rebuild them with latest style Cases 
and modern Dials. All above merchandise in stock for imme- 
diate delivery. 
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Bond Sales With A Professional Flair 
Ruv By Mississippi Jewelry Store 


One of the most unusual good-will 
romotions of the year was the Roose- 
velt Memorial Day program held at 
Strauss-Stallings, jewelers, Jackson, 
Miss., on the opening day of the Sev- 
enth War Loan when all war bond sales 
were under the direct supervision of war 
wounded veterans. 

This marked the third such program 
which the firm had promoted and the 
sum total of good-will which has reacted 
as a result, was worth far more than 
the actual dollar and cent cost, accord- 
ing to J. T. Stallings. In addition, Mr. 
the event was a worthwhile contribution 
Stallings pointed out, “In our opinion, 
toward accelerating all war bond buying 
in the city.” 

Their first all-day closing for every- 
thing but war bond sales saw no organ- 
jzed promotional effort but the awarding 
of a silver butter spreader with each 
individual sale. The second bond selling 
effort saw 18 prominent women’s clubs 
represented, each with a sales booth in 
the store and each club contesting for 
highest total sales and the award of a 
$100 war bond from Strauss-Stallings. 


The third program just completed, 
was more colorful and appealing than 
all the rest, according to Mr. Stallings, 
because it was directed to the hearts 
and emotions of the American Public. 
Here are details of this promotion. 





The commanding officer of Jackson’s 
government hospital for war wounded 
veterans, The Foster General Hospital, 
was contacted and a plan of action out- 
lined. The plan, is essence, entailed a 
day of war bond selling by wounded 
veterans in the hospital at the Strauss- 
Stallings store. The Colonel in charge 
whole-heartedly endorsed the program 
and then action really started. 

The final result saw some twenty war- 
wounded veterans and four battle ex- 
perienced Red Cross nurses stationed at 
the store all day long energetically sell- 
ing that which they had already given 
so much for. Men who had served in 
all the battle theatres of the world were 
there. One corporal had survived the 
terrible Philippine death march and 33 
months of Japanese internment, another 
lieutenant had been promoted fram pri- 
vate on the field of battle, one lieutenant 
of the Army Nurse Corps had over 25 


months of nursing wounded men in | 


European battle zones and another pri- 
vate in the WAC had five children and 
in-laws serving overseas. 

That is a quick cross section of the 
personnel, most of whom, incidentally, 
were individually pictured and written 
up in a large advertisement which ap- 
peared in the local newspaper one day 
preceding the event, which actually sold 


_ over forty thousand dollars in war bonds 


during the day. 





Pictured above is J. T. Stallings, of Strauss-Stallings Jewelry Store, Jackson, Mississippi, at 
the center of a group of war wounded battle veterans and nurses who had charge of one 
day's exclusive war bond selling in the jewelry store on the first day of the Seventh War Loan. 





Tariff Cut 
(From page 246) 


before the agreement was made) to 
1941, the last year before the U. S. en- 
tered the war. 

A total of 89 witnesses appeared be- 
fore the Ways and Means Committee to 
present arguments on the bill. Thirty- 
three of these spoke in favor of its en- 
actment and 56 opposed it. 


UP TO THE SENATE 


Status of the legislation at the time 
of going to press is that the House has 
passed the bill in its original form and 
sent it to the Senate where the Finance 
Committee, by a vote of 10 to 9 has 
amended it by striking out the proviso 
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to permit further reductions up to 50 
per cent of the rates in effect of January 
1, 1945, but continuing the authority 
granted in the original trade agreements 
act allowing cuts of up to 50 per cent 
in the rates established by the tariff act 
of 1936. 

Meanwhile, as reported elsewhere in 
this issue, the National Wholesale Jewel- 
ers Assn., has gone on record as oppos- 
ing further tariff cuts. This is the same 
position that has been taken by A.N. 
R.J.A. 





The Manchester Silver Company, Los 
Angeles silversmiths, have moved to 
larger and more conveniently located 
quarters at 417 S. Hill St., Subway Ter- 
minal Building, Room 575. 














To Jewelers exclusively 


REMEMBER THIS NAME. 


Stevisiail tie Originals ’ 


FOR JUNE 


LOK Solid Gold Charms in an assortment of 
- 12 best selling patterns 


$12.00 per dozen 


(no jobbers, please) 


Morrey H. Te bbwcun 


55 E. Washington ° Chicago 2 











DIAMONDS | 


... all sizes 
and qualities 





VY 


AMERICAN 
DIAMOND SYNDICATE 


37 So. Wat 


Chicag 


sn Ave 








thy 
. Euit 


a IN COLORS. 


SPACE FOR 
YOUR NAME 


H. PAULSON &@ CO. 
37 SO. WABASH AVE CHICAGO 








WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 




















fpcme WATCH CO. 


5 S.WABASH AVE. CHICAGO ILL 


USED WATCH .. 
MATERIALS. _. 














= o 
Goneed ‘Dials 
O-Size Elgin, e 
‘altham 
ay he eg 
unting, 
Elgin, Waltha, | MEW MATERIALS: 
7J5,$1.25—15J,$1.75 | Wheels, pinions, 4 
18 Size OF. pallet forks, 
Elgin, Waltham H " etc., 
7J,$1.50—15J, $2.00 or all watches. 
6’ Size Elgin, Wal- Send sample of 
tham, Hunting what you want! Ail 
7J,$1.50—15J, $2.00 Curecnthey 
6, $2.00-—16,82.50 | satisfactory. 
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| KLEIN BROTHERS 
COMPANY 





WHOLESALE JEWELERS 








ENQUIRER BLOG. CINCINNATI, O 











Harry Greenwold Co. 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


nd style that give you pro- 
canre mirvend these (tines 


s with abake C-taket 








PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 








WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 
5 €. Third St. Cincinnati, Ohie 











DIAMOND-CUTTING 
EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West Sth Street. Cincinnati, Ohio 
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Wholesale & Manufacturing Jewelers 
Of Cincinnati Honor Charles Grift 
At Annual Picnic on June 12 


The annual picnic of the Cincinnati 
Wholesale and Manufacturing Jewelers 
Association Tuesday, June 12, at Ryland 
Country Club, Ryland, Ky., was ob- 
served as Charles J. Grift Day. 

The guest of honor, Mr. Grift, has 


| been residing on a farm near Ryland for 
| nearly two years following his retire- 


ment from the jewelry trade. He was 
an official of the Greenwold-Grift Co., 
wholesalers, and had been active in the 
trade for more than 25 years. It has 
been through his good offices that the 
association has been able to hold its 
summer affairs at Ryland Country Club. 

Because of the war, the outing was 
again restricted to members and their 
employees and Town Criers but the or- 
ganization is looking forward to the 
postwar years when the affair will again 
become one of the largest of its kind in 
the country. 

As in years past Clarence Loeb of 
Litwin & Sons Co. was chairman in 
charge of arrangements. He was aided 
by Edwin Jacobs, Ray Kirkendall, Al 
Kovac and Ralph Simon. 





4@ The second annual picnic of the Gerwe- 
Brown Co. employees was to be held in 
Mt. Airy Forest June 16. On the pro- 
gram was a ball game with plenty of 
eats and drinks for the toilers. 

q Among the out-of-towners who called 
on the trade during the past month were 
Charles D. Smith, Brookhaven, Miss.; 
Jesse Gannon, Batesville, Ind.; Mrs. 
Miller, Middletown, Ohio, and Jack 
Haegel, Washington, Ind. 

q Sought since March, 1943, by Cincin- 
nati authorities in the theft of $15,000 
worth of watches from the Shillito Co. 
here, Sam Lotow has been located in the 
Atlanta Federal Penitentiary. 

4 He was hired by the firm March 24, 
1943, as a watchmaker and disappeared 
with the timepieces six days later. Most 
of the watches have not yet been recov- 
ered, 

q The authorities here are working on 
the theory that Lotow has secreted a 
considerable cache of stolen jewelry. 
His police record shows that he has been 
arrested or sought by police from Bos- 
ton to California on more than a score 
of charges in the past 29 years. 

q He was sentenced to the Atlanta peni- 
tentiary on the charge of selling 900 
stolen rings. He has a long list of aliases, 
including Harry Sherman, Joseph Al- 
bert, Samuel Benty, Louis Shapiro and 
Joseph Neven. 

q John H. Tebbe, partner of Julian F. 
Hakman, who died several weeks ago, 
will continue operation of the Henry 
Korf retail store in the Schmidt Build- 
ing. The outlet was founded many years 
ago by the late Henry Korf, uncle of 
Mr. Hakman. 

q Walter Stenger, watchmaker for the 
Frank Herschede Co., last month wel- 
comed home his son, S/Sgt. Richard 
Stenger, wounded in the South Pacific. 
The young man had taken part in the 
Saipan and Okinawa campaigns. 

4 Among those who suffered during the 


/ 


5 





1l-day transportation strike betw 
Cincinnati and Northern Kentucky we 
Mary Seibert and Ann Erpen +4 
young women employees of the Gerwe. 
Brown Co. Except on those Occasions 
when gallants in automobiles gave them 
a lift, they had to rely on their 
extremities to take them on the several. 
mile journey between their homes and 
the office daily. High heels were deg, 
nitely out. 

q A girl has been born to the wife of 
Anthony Lamping (Beck & Dolf (Cg), 
Edward Herschede, Sr. (Hers 
Co.), is now a grandfather, a girl ha 
been born last month to the wife of his 
son, Edward Herschede, Jr. 

q George E. Brown and James Dunn of 
the Gerwe-Brown Co. attended the be. 
lated running of the Kentucky Derby 
and Mr. Brown remained in Louisville 
for several days to be present at a 
golden wedding anniversary celebration, 
The celebrant, his father-in-law, Johy 
Herschede, is a former official of the 
Herschede Hall Clock Co., Cincinnati, 
He is the uncle of Edward Herschede, 
Sr. (Frank Herschede Co.). 

q Lars R. Ollson, traveling far and wide 
for the Gerwe-Brown Co., doesn’t like 
to move far when it comes to changing 
residences. Last month he bought a new 
home just a few doors from the place he 
had been living on the same street. One 
of his neighbors is Carl Lesor, Northside 
jeweler. 





Columbus, Ohio, Jewelers Form 
Trade Association 


The Columbus (O.) Jewelers Asso- 
ciation has been organized to promote 
a friendly spirit of fellowship and co- 
operation; establish a code of ethics, 
and study postwar problems as they 
might affect the industry. Howard 
Hawk, of Argo & Lehne, was elected 
president; R. J. Nicodem, of Harring- 
ton Co., vice president; J. L. Ratner, 
of Rogers and Co., secretary; and 
Dwight Haggard, of Budd & (Co, 
treasurer. Mr. Nicodem was also named 
chairman of the membership committee. 





A new wholesale supply house has 
opened in the Southwest by Sydney 
W. Prague and Edward W. Kurtz, Jr 
Located in the Southern Standard, 
Building, Houston, Tex., the firm im 
tends to “make available the finest and 
best equipped and stocked tool, material 
and supply house in the country. 




















DISTINCTIVE 
JEWELRY 
WATCHES 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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jewelry Store Sales 
in on Increase 


Despite Early Drop 

by jewelry stores for the first 
ge waouths of this year, as reported 
py the U. S. Department of Commerce, 

y ve running somewhat behind those of 
a first quarter of 1944. The falling 
ff was no doubt at least partly due to 
the fact that there was a considerable 
amount of “beat the tax” buying in 
February and March of last year just 

ore the increased rate of 20 per cent 
went into effect. — 

However, according to figures just 
released covering sales for May, this 
is now being compensated for. Last 
year, there was a falling off in business 
directly after the tax went in, where this 
year the level has continued on a more 
nearly normal pattern. 

Thus, sales for May are 14 per cent 
over those of May, 1944, and three per 
cent ahead of April, 1945, the latter 
month, in turn, having shown a 17 per 
cent increase over April of last year. 

Judging by present indications jewelry 
store volume may reasonably be expected 
to reach somewhere near the same total 
this year as in 1944 which was an all- 


time high. 


New Items 
(From page 247) 


There is no change in the pricing 
standards by which ceilings will be set 
under the fourth pricing method of 
MPR 188. Applications still will be 
filed in duplicate together with a sample 
of the manufactured item, if practicable. 

The only change is that manufacturers 
affected will file all applications directly 
in the OPA district offices instead of in 
Washington. Since December, 1944, the 
national office has been referring some 
of these applications to the regional dis- 
trict ‘offices for action, so that today’s 
action is merely an extension and simpli- 
cation of the procedure already in effect. 
It should serve to speed up final action 
in most cases. 





M. L. Robbins of Untermeyer, 
Robbins in Business for Himself 
For the Past Fifty Years 


It’s a far cry from a small sample 
line produced in a $12-a-month office 
to the great firm of Untermeyer, Rob- 
bins & Co., but that’s the story of Meyer 
L. Robbins’ rise. This year marks the 
fiftieth anniversary of Mr. Robbins’ en- 
trance into business for himself. Ac- 
tually, he entered the jewelry manufac- 
turing field before 1895, having walked 
into the office of Rothchild & Bros., 51 
Maiden Lane at the age of 16, and asked 
for a job. He got one—as a jewelry 
apprentice. 

From then on, it was a steady climb. 
After working for Rothchild, he became 
a sample maker with Allsopp & Allsopp, 
Newark and in 1895 he rented that $12- 
a-month room in the Law Building, 82 
Nassau Street. With resources of $300, 
he set himself up in business and ob- 
tained his first order from the old job- 
bing house of Averbeck & Averbeck. 
The order required more material than 
he had, so young Robbins went around 
to Gastenhuber of Kastenhuber & Lehr- 
feld to borrow 100 Dwt. of gold to make 
it up. 

A few years later he went into part- 
nership to form the firm of Hirsh, Flask- 
ner & Robbins and in 1899 a new period 
began for Meyer L. Robbins. It was in 
that year that the old firm of Charles 
Keller & Co., owned by the Untermeyer 
family, was seeking to expand their line 
of “card jewelry” to include stone and 
diamond rings. Arrangements were com- 
pleted between Mr. Robbins and Henry, 
Emanuel and Charles S. Untermeyer to 
organize a subsidiary business to be 
called Untermeyer, Robbins Co. It is 
this organization which today produces 
the “American Beauty” rings and other 
well-known lines. 

Several “firsts” are attributed to M. 
L. Robbins. During the last war he was 
one of the first in the industry to in- 
troduce the wrist watch. The expansion 
bracelet, also first manufactured by him, 
was the forerunner of the present stretch 
bands. And he was one of the first to 
import and market Swiss watch cases 
guaranteed under American standards. 
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GILDING THE LILY 





To dramatize their War Bond auction, members of the Bowery Jewelers Exchange in New 
York persuaded movie star Anne Baxter to come over and try on $1,000,000 worth of dia- 
monds. Miss Baxter obliged, the newspaper printed her picture, and the Bowe 
tld a lot of bonds. Left to right grouped around Miss Baxter are jewelers Adolph Pusrin, 
Benjamin Fabrikant, Irving Friedman, George Harris and Jules Rudnick. 


Jewelers 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 











CHAS. ASCHERMAN 
AND COMPANY 





Wholesale Jewelers 
" eamsiang ed 


503-7 Hippodrome Bidg. 
CLEVELAND 14, OHIO 

















FOUR RED HOT 


Numbers in 
12K 1/20 on Sterling Silver 
FLEXIBLE LINK BRACELETS 
Retail $10 to $12.50 Each 
Samples on Request 


URIE F. MANDLE CO. 
411 Fifth Ave., New York 16, N. Y. 

















My Book of "Ideas" — 40 
pages of "Know How Dis- 
plays and Fixtures. It is 
yours FREE OF CHARGE. 
Send for it! 







7 th ST, e 
1233 SIXTH AVE, AT 49th S Ed Fa { 


New York 











LIGHTERS 
Mexican Sterling Silver 
$7.95 each MEN'S SIZE 


WORLD MERCHANDISE CORP. 
9 West 20'St. New York 11, N. ¥. 
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AMERICAN 
China and Glass 













Kensington & 


sume CRYSTAL ano BENT GLASS 
Giftware of Distinction + > 


KENSINGTON, INC. NEW KENSINGTON, PA. 














GIFTS for MEN 


A comprehensive selection of 
Accessories with Sporting Motifs 
—also distinguished creations 
in gold plated fashion Jewelry. 


SUN GLO STUDIO NEW YORK 10,_N. Y. 


225 FIFTH AVENUE 





HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 
‘T. G. HAWKES & CO. 


CORNING, N. Y. 
N. ¥. Office: 542 Sth Ave. 


MARY RYAN 


FURNITURE 





OLD WASBEFORD 





CESSORIES 





<o SIFT ANO ART 


" Averee, Yert 


raenrdue Mart eat 1) NOVELTI 





ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
D. S. CORCORAN, Vice Pres. 
DE LUXE TABLEWARE 
for the 
FINE CHINA TRADE 
MADE IN AMERICA . MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 








THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 


All Decorations Are Exclusive 
THEODORE HAVILAND CO., INC. 


28 W. 23rd ST. $1550 MERCHANDISE MART 
NEW YORK CITY CHICAGO, ILL. 
NOVELTIES 


Made in America 


LENOX 
LENOX, INC. Trenton, N. J. 








LENOX CHINA 
SERVICE PLATES 
DINNERWARE 








“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


Sead for IMustrated Catalog 
ENRIGHT-LE CAREOUREG, ING. 


160 Fifth Ave. New 
CHelsea 2-5558 
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OBITUARY 
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“ . . . that government of the people, 
by the people, and for the people shall 
not perish from the earth.” 


© prc. Sytvan Vaw Aatren,son of George 
Van Aalten, Manager of Baumgold Broth- 
ers melee plant, was killed in action in 
Germany on November 30, 1944. Pfc. Van 
Aalten was declared missing in action 
by the War Department. However, as a 
result of letters received by his father 
from Van Aalten’s buddies, it was ascer- 


PFC, SYLVAN 
VAN AALTEN 





tained that he was killed after volunteer- 
ing to wipe out a machine gun nest 
which was holding up the advance of 
troops. He was 31 years old. 

Van Aalten helped develop the Quartz 
Products Division of Baumgold Brothers 
and assisted greatly in the production 
of material for the armed forces. Pfc. 
Van Aalten was the brother-in-law of 
Maurice M. Goldberger of the Bulova 
Watch Company. 


Mrs. Herma Levy GrinsercG, wife of 
P. Irving Grinberg, executive head of the 
Jewelers’ Vigilance Committee, died in 
the White Plains, N. Y., Hospital on 
June 12. Mrs. Grinberg was born in 
New York 55 years ago, a daughter of 
Augustus and Carrie Herrman Levy. A 
graduate of Barnard College, she had 
been active in civic work all her life. 
Besides her husband, she leaves a son, 
Lt. Paul I. Grinberg, Jr. of the Navy; 
two daughters, Mrs. Carol Lederer and 
Miss Marion R. Grinberg, who is with 
the Red Cross in Italy. 

Harry M. Stegeman, 72, until two 
years ago president of the Wadsworth 
Watch Case Co. of Dayton, Ky., died on 
June 16. The son of J. H. Stegeman 
who, with H. A. Wadsworth, founded 
the company, Mr. Stegeman had been 
connected with Wadsworth since 1891. 

After directing the sales and financial 
departments and acting as treasurer for 
many years, Mr. Stegeman became presi- 


HARRY M. 
STEGEMAN 





dent in 1935, retiring in 1943. He leaves 
a brother, F. B. Stegeman, present presi- 
dent of the firm, a widow, another 
brother and three grandchildren. 


/ 


Where to Buy 
IMPORTED 
China and Glass 


ee 
Qe 


— 
. EDWARD BOOTE 
35 & 37 W. 23rd St., New Y. 
Tel. Cramerey pte, NY, 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 


a 


MADDOCK & MILLER, IN, 
English China and Earthenware 
CROWN DUCAL Dinnerware 
MASON’S Ironstone China 
COALPORT Bone China and Kingsware 
ROYAL CAULDON Bone China and Earthenwn 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 8, N, Y, 

















ENGLISH CHINA | 


Smoking accessories, lustreware pitchers, Toby 
Jugs; Teapots, Sugars and Creamers, Individ. 
ual Breakfast Sety 


' TEDMAN IMPORTING CO. 
225 Fifth Ave. Room 829 Now York, N. ¥, 








importers of 
LISH CHINA 

and 
EARTHENWARE 
Steck and Import 


EVILLE & CO., INC, 
Ave. New York 10, WN. Y, 
AL. 4-0104 
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ROYAL DOULTON 


English Bone China and Earthenwan 


IRISH BELLEEK 


The original production 


WM. 8S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, #1, 








JUSTIN THARAUD, Ine 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 
a 












PAUL A. STRAUB & CO., 
19 East 26 Street, New York 
Importers of 


China, Glass and Earthenware 
Dinnerware, Art Goods, Giftw 


Murray Hill 3-5460 
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Bone China Dinnerware, Queensware 
Jasper and Black Basalt 


Wedgwood Ware | 
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Trade-Mark WEDGWOOD 
| Josiah Wedgwood & Sons, Ine. 
162 Fifth Avenue, New York City 
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|}RECONVERSION 


| Let your post-war planning include the disposition 
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Not Manufacturers 
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21 West 46th Street 


. Your Old Gold shipments will receive special attention 
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The 
VatchMaster 
prints a _ record 


|i thowing the 24 





rate of any 


|] watch, in any posi- 


tion, indicating the 
cise on any irreg- 
— all in 

30 seconds. 


Just a metal can! Yet it houses the 
basic unit of a frequency standard 
that splits seconds with unbelievable 
accuracy. 





It governs the operation of many 
American Time Products’ instruments 
that analyze the performance of aero- 
planes and propellers, guns.and am- 
munition, bombsights and bombs— 
many more. It is the same precision 
that is built into the WatchMaster, 
dependable in the hands of every 
watchmaker. 


_}American Time Products 






STONE 


580 Fifth Ave. 


Ine. New York, N. Y. 


Distributor of Western Electric Watch-rate Recorders 


a 
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of unnecessary scrap—filings and sweeps. Quicker 
turn-over means larger profits and more efficient 


management. Make a thorough cleanup. 


Kastenhuber & Lehrfeld 


Tel. BRyant 9-1060 
We solicit your Sweeps—Filings—Scrap Gold and Platinum, Metals 





CHELSEA CLOCK COMPANY 


340 EVERETT AVENUE, CHELSEA 50, MASSACHUSETTS ~ 
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Mainspring End Repairs 


Second in a series of articles on watch repairing, published in 
The Horologist’s Loupe, official organ of The Horological 
Society of N. Y., reproduced here with permission of the author. 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


BRACE END: The brace endpiece is used where space 
in the barrel is at a premium, such as in small watches. 
At times, a stronger mainspring is desired and because 
such a spring being thicker, requires more space, the 
endpiece must be designed to take up as little space as 
possible. 




















Side View of Hole 





Riveted End 
Flush in 
Countersink 











Hammer Oblique Back 
of Rivet to Appear as 
Shown in Figure 5 
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These types of brace ends are espe- 
cially desirable where the space in- 
side the barrel is at a premium 

maximum spaee is needed for 
a full day’s run of the mainspring. 
This is true of small watches. 











The brace endpiece is really a small stud riveted into 
a small hole in the mainspring end. The drilling opera- 
tion is done with a small needle file whose end has been 
ground to a diamond point as shown in Fig. 1. Drilling 
by such means provides a delicate, small, tapered hole. 
The tapered hole, as shown in side illustration, is pre- 
ferred because it provides space for rivet head. 

The rivet is made from annealed pivot wire, tapered 
slightly and held in the pinvise with the spring over the 
tapered pin (Fig. 2). Hammered over, the riveted end 
appears as shown in Fig. 8. The tapered pin, now riveted 
to the mainspring, is cut along the dotted line and ap 
pears as shown in Fig. 4. A few light taps with a ham- 
mer and it appears as seen in Fig. 5. 

The floating endpiece is shown in place in Fig. 6. Both 
ends of this endpiece should be beveled so as to grip 
both the hook in the barrel and the hook on the stud in 
the spring. 


TONGUE END: Figures 7 and 8 show a method of 
bending an endpiece when there is sufficient spring pro 
vided for the waste, cut off by the screwhead file shown 
in Fig. 8. At times, the length of the spring is such that 
it must not be shortened. In this case the illustrations 9 
to 18 inclusive, show a method of bending the spring st 
its extreme tip. When heating the spring, it is held about 
one-quarter of an inch from the end with a heavy pliers 
or tweezers. This prevents the heat from traveling back 
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— a General Electric Alarm Clock. It wakes 
people up! And it’s waiting to see if you’re awake! 
Not just up and moving around, but wide awake 
to your opportunities . . . aware that the greatest 
expansion in the entire clock field should be in electric 
alarm clocks! 


@ Only 21% of the women questioned in a recent sur- 
vey owned electric alarm clocks. 


e But 69% said they would buy an electric alarm if 


they were buying a new alarm clock! 


Think of that in terms of your customers! Where only 
2 out of every 10 people owned an electric alarm 


clock before the war, today 7 out of 10 prefer them! 


They want General Electric! 


In a survey to determine brand preference, G-E was 
first choice for electric clocks by more than 2 to 1! 


We're working to build that preference still higher. 


General Electric Clocks 


The clock most women want most 


For JULY, 1945 





O.P.A. Ceiling Price $4.95, plus tax 


THE CLOCK THAT WAKES UP DEALERS, 100 


Regular advertisements are running in Collier’s, 
Liberty, Look, and Cosmopolitan. And your custom- 
ers hear about G-E Clocks on Two National radio 
programs every day from Monday through Friday: 


e “The G-E House Party,” one of the biggest day- 
time radio programs on the air, a laugh-filled 
audience-participation show. 


e “The World Today,” popular news broadcast at 
6:45 p.m., E.W.T., “G-E clock time.” 


That growing preference for G.E. is one reason you'll 
want to plan your clock department around a full 
line of G-E Clocks. General Electric Co., Bridge- 
port, Conn. 


FOR GOOD LISTENING: |Don’t miss Art Linkletter, in “The 
G-E House Party,” every afternoon, Monday through Friday, 
4p. m., E.W.T., CBS. “The G-E All-Girl Orchestra,” Sunday, 
10 p. m., E.W.T., NBC. “The World Today,” News, Monday 
through Friday, 6:45 p. m., E.W.T., CBS. 


FOR FINAL VICTORY— BUY AND HOLD MORE WAR BONDS 


GENERAL €@ ELECTRIC 
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into the spring and spoiling the temper. It must be 
annealed repeatedly to prevent breaking the spring at 
the bending point. 


Soften End by Flame 
and Bend Over 











A 


Cut with 
Screwhead File 


© SS 





ZW 
Soften End 
ig After Each 
Tweezers Bend 





@ @) 
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End Piece 





When heating the end of the spring 
as shown in No. 7, a heavy pair of 
tweezers are used so that the heat 
does not travel back farther into 
-- | spring and softening the inner 
coils. 

183A shows the loose end which must 
be beveled off on the end as indi- 
cated. This will prevent slipping 
against the hook inside the barrel. 














A loose piece of spring (Fig. 13A) is provided and 
beveled at the ends. It is slipped into the bent-over hook 
as shown in Figs. 13, B and C. Notice that the beveled 
or knife edge is presented to the barrel hook with the 
bevel on the inside. This will assure a firm grip on the 
barrel hook and prevent slipping inside the barrel. 


RIVETED ENDS: If a square end T brace is jammed 
into a barrel hole as shown in Fig. 14, the brace will bind 
in the hole and when the spring is fully wound, the 
brace, instead of swinging with the shifting mainspring, 
may tear or twist itself off its anchorage. 

A ‘riveted endpiece should be riveted together flush 
with the spring as in 15A; an off-center riveted brace 
cannot be used because the prongs of the T end will not 
reach into the holes of the barrel provided for it. 

Should a slightly wider T end be used, the brace can 
be stoned down to size after it is riveted as shown in 15C. 
Fig. 16A shows how the diamond-pointed file pre- 
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pares the hole for the rivet. Riveting (Fig. 17) is done 
while the tapered pin is through the endpiece and spring, 
and the tapered pin is held in the pinvise. 








Round Bar ‘‘T’’ End Pivots 
smoothly in Barrel Hole — Arrow 
Indicates Poor Choice of ‘“T’’ End, | 


Jammed Into Hole 





“‘A”’ is correct; ‘‘B’’ riveted ort center; “‘C’” if 
wider ‘‘T’’ brace is used. Slightly ‘‘off center’ ig 
corrected by filing as indicated. 














Finishing Off 
Rivet Ends with 
Oilstone Slip 











Figure 16 shows both holes drilled. 16a indicates a 
method of drilling. The diamond point makes the initial 
hole, tapered of course. The broach (Fig. 1) opens the 
hole more but the tops of the holes are beveled providing 
a sink for the riveted head of the hammered-over rivet. 
Fig. 17 shows the tapered pin held in the pinvise and 
riveted over. The bottom is then cut off and hammered 
flush. This is finished off as shown in Fig. 18. 











HOLE ENDS: Two or more adjacent holes are drilled 
with the diamond pointed file and opened up with 4 
broach or filed to shape (Fig. 18B). A square file fir- 


@® pA® c 
© SG fo 














ishes the top (Fig. 18C) and the end is rounded (Fig. 
19A). The end is bent slightly as in Fig. 19B, the pur 
pose of this is to prevent the hole end from slipping of 
when the spring is fully wound. 

(Please turn to page 274) 
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g I'll do after we dock? 


... get me a SESSIONS Electric Clock! 


phieay a good clock is one of the first things 


millions will do soon as they get the chance. 
AND WHEN Sessions gets into production on 
its new line of Self-Starting Electric Clocks, they’re 
going to get this chance. 
THEY’LL GRAB it, quick... because this new 
Sessions line, including everything from popular- 


priced alarm and household clocks to elegantly- 


styled Westminster chime models, will have every- 
thing they crave in eye- and pocketbook-appeal 
... because it will be widely featured in national 
advertising and merchandising designed to make 
the public sit up and howl for Sessions Clocks. 
IN THE MEAN WHILE, patience — for just a little 
longer. As a Sessions dealer, your day is coming! 


The Sessions Clock Company, Forestville, Conn. 


essions (locks 


“The House of Westminster Chimes” 


gu | 
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ALENDAR CLOCKS—Explain what the difference 
is between an ordinary calendar clock and an auto- 
matic calendar clock. (Question No. 5741) J. R. P. 


Answer—An ordinary calendar clock has a date- 
circle on the dial with numbers from 1 to 31, for days- 
of-the-month. . At the ends of the months September, 
April, June and November, the calendar hand must be 
moved past the “31” on the dial, to the “1” of the fol- 
lowing months, since the months named have 30 days 
each. At the end of February, the hand must be moved 
from “28” to “1,” and every four years (leap-years) 
from 29 to 1. The automatic (“perpetual”) calendar 
differs in that all of these end-of-month changes are 
made by mechanism, without manual operation, and if 
the clock would be kept running, the calendar would 
need no setting except every hundred years when leap- 
year is omitted. 


AINTING NUMERALS—Could you give us ay 

advice in this: an old regulator clock in for order, 
has a white metal dial, painted background, with some 
of the figures peeled off in spots. We want to repaint 
these figures, but never did this before, and would like 
to know what to use, and if there is any trick to do it? 
(Question No. 5742) E. V. 


Answer—The main difficulty for any inexperienced 
hand in this kind of work, is to paint clean-cut straight 
lines at edges or curves with a brush because this re- 
quires much training and practice. You could, however, 
offset lack of the latter by using a drafting-pen (ruling 
pen) for ovtlining all straight lines, and draftsman’s 
pen-compass or a set of irregular-curve rulers, for at 
least the greater lengths of curved lines. With these 
tools, draw the outer lines of all figures, then with a 
small pointed sable or camel-hair brush, like those used 
for water-color painting, it will be easy to fill in the 
spaces between the drawn outlines. For black paint, 
you could use any thin product, of which there are many 
good brands sold in tubes or small cans; or perhaps 
black India ink would be convenient to obtain and use. 
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WORKSHOop 
QUESTIONS 
AND 
ANSWERS 


It would be well to do a little practicing on the above 
lines, on something else, before painting the clock dial 
itself. 


EADING DIE—In a set of second-hand jewelery 

tools I bought, there is a steel block with assorted 

sizes of shallow pits in it. In the bottom of the pits are 

what looks like polished balls. What is this for? (Ques- 
tion No. 5743) J. M. 


Answer—The tool is a die for making beading. 
punches for stone-setting; for forming the bead on the 
ends of prongs holding stones in setting. File or turna 
taper on a piece of steel annealed as soft as possible, 
with a flattened end a little larger than the diameter of 
the bead to be used in the beading block. Drive the 
punch-blank down on the bead in the block which will 
be formed in reverse on the punch, which should then 
be hardened and tempered medium straw and then 
polished. Fit the punch into a round wooden graver 
handle. It is used by pressing it hard against the prong 
to be beaded, slightly rotating the punch at the same 
time with ‘a slight swinging movement to help in forming 
the bead. 


OFT MAINSPRINGS—wWhat do you think of this 
newspaper clipping that claims that soft steel maim 
springs are best because they don’t break? Also that soft 
springs are “thunder-storm-proof” against breakaget 
(Question No. 5744) S. Y. 


Answer—What we think of the statements in ques 
tion is that they are ridiculous and that the writer used 
imagination, instead of technical knowledge, in what li 
said. Mainsprings of poor grade, soft ones, certainly W 
not break; but neither would they run a watch so as 
keep good time. Mainsprings made of good-quality steel 
properly hardened and tempered, are necessary to sup 
ply reliable power to watch mechanism, and to keep 0 
doing so for a long time. Soft springs quickly lose theit 
form, become “set,” and then would make of the bet 
grade watch, a poor timekeeper. What advantage would 
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Telechiron ELECTRIC CLOCKS 
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WARREN TELECHRON COMPANY -+- ASHLAND, MASSACHUSETTS 
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there be in having such a spring in a watch, even if it 
would never break? A spring hard enough may last 
many years in service; the rate of breakage is really not 
high, A spring too hard would be too apt to break. The 
thing to have are springs hard enough but not too hard. 
About thunder-storms causing mainspring breakage, that 
is one of those questions that may. be argued pro or con, 
but we have yet to see a really scientific study of it, 
based on sufficient data. 


LOCK GLASS—Having trouble getting variety of 

sizes of glasses for clocks. What is simplest way 
of cutting circles out of glass for these, and what kind 
of glass? (Question No. 5745) G. J. 

Answer—You can buy from almost any material 
house, a circular glass-cutter, which is a base with an 
adjustable arm carrying a steel-wheel or diamond-point 
glass cutter. With this laid on a sheet of glass, the 
cutter set to the radius of the diameter of clock-glass ‘de- 
sired, a deep scratch is cut in a circle on the glass. 
Tapping the glass around the scratch will neatly break 
out the circular piece. 

One clock-maker we know of found a supply of glass 
in old photographic negatives in a neighbor's studio. 
The film was easily scalded off with boiling water, and 
the glass is of superior quality for clock use. Of course 
you can obtain good sheet glass from paint-stores, hard- 
ware stores, etc., or scrap glass in big enough pieces 
from painting contractors or dealers. 


RINDING PIVOTS—What material is best for 
grinding alarm-clock pivots to shape and finishing 
them? (Question No. 5746) D. N. B. 

Answer—For an ordinarily worn job, an abrasive 
stone “slip,” like India oilstone or carborundum, of fine 
grain, used by hand as the staff turns in the lathe, is 
quick-acting. Finally polish the extreme point (this 
need not be carried to the base of the cone) with diaman- 
tine or whatever you use for watch pivots, on a hand-lap. 
The pivot point should not be absolute; it should be 
almost imperceptibly rounded, which may be tested by 
drawing it across a finger-nail, which it should not 
readily scratch. 


NTIQUE VALUE—What is the antique value of 

an Elgin watch, 16 size, No. 1167469, in a gold 
case stamped 14k, but has no maker’s name in the case? 
(Question No. 5747) E. R. L. 

Answer—This watch, in our opinion, has no value 
as a collector's specimen. To have such a value, an 
American-made watch must be an early one in its maker’s 
output; and to conform with this, an Elgin watch should 
have a much lower serial number than your watch has. 


WISS DIAL—In ordering a dial for a Swiss watch, 

where I cannot find either screws nor pins (the dial 

is missing) how would I describe the type of fastening? 
(Question No. 5748) H. M. D. 

Answer—No doubt the fastening is to be of the kind 
known as “bezel” in which a ring of thin metal, usually 
nickel-silver, has the dial burnished in against a narrow 
' shelf-like projection inside the ring. Below this is a 
springy collar of metal that grips the edge of the lower 
plate of the movement. 
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URNING DOWN PINION LEAVES—Is there 

some special trick to know, for turning down pinion 
leaves to make a shoulder to rivet the wheel on? [ haye 
trouble with graver being pushed out of the job and it 
is different from turning on staffs or any solid pieces, 
(Question No. 5749) R. L. F. 

Answer—The two things to look out for in this work 
are to make light cuts and to hold the graver down very 
firmly on the T-rest. Trying to take too deep a cut may 
break the graver point, besides throwing the work out- 
of-true in the chuck, and tending to tear the graver oyt 
of your hand. Even taking light cuts, the graver must 
be held with considerable force down against the T-rest 
to keep the oncoming pinion leaves from moving it out 
of place. 


_—_—_——— ; 


MAINSPRING END REPAIRS 
(From page 270) 


SUMMARY: In repairing mainspring ends, first con- 
sideration must be given to the proper length of the 
spring. Sometimes the spring has broken off at the very 
end. In such cases, the end piece may be refastened to 
the spring withgut appreciable loss in running time of 
the watch. In the case of springs with special braces, 
these may be used again but caution must be exercised 
that a new rivet be used. 




















In cases where the same spring is to be used, anneal- 
ing of the mainspring end is desirable to prevent the 


springs from breaking or cracking.. This is done by } 


grasping the spring about one-quarter of an inch from 
the end with pliers or a heavy pair of tweezers and hold- 


ing the end over an alcohol lamp flame until the spring } 


turns a deep blue color. The spring should be allowed 
to cool slowly as this will soften the end sufficiently for 
safe manipulation. 

The use of the diamond pointed graver or broach is 
recommended because the initial drilling is simple and 
permits accurate spotting and observation. This also 
provides the desired countersink necessary to permit 
security of the rivet head. 

In the uses of T ends, these come in a variety of 
forms, some with T’s rather than round pin types. The 
choice can be determined by observing the slots provided 
for the endpiece both in the barrel floor and the barrel 
cover as well as keen observation of the barrel rim and 
the holes in the barrel. 

In all cases it would be well to check with reliable 
mainspring and material charts. 
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Manufacturers’ News 





_—— 


iskin Moves. to New Plant 





The new home of the Iskin Mfg. Co., Phila- 
delphia, is in this building at 12th and 
Cherry Sts. 


On or about July 9 the Iskin Mfg. 
Co., Philadelphia, manufacturing jewel- 
ers, will move to its new and larger 
plant at the northeast corner of 12th 
and Cherry Sts. The new quarters will 
provide not only greatly enlarged and 
more modern shop facilities, offices and 
showroows, but a more convenient loca- 
tion as well, being only three blocks 
from the Broad Street Station of the 
Pennsylvania Railroad, and only one 
block from the main station of the Read- 
ing. 

The entire plant has been designed 
and equipped in the most modern man- 
ner. Each department is separated from 
the next one by a soundproof wall to 
lessen. the exhaustion caused by exces- 
sive noise; dust and dirt are carried off 
by a powerful exhaust system; and 
spacious locker and rest room facilities 
for employees are provided. The factory 
is extremely light and airy and is illum- 
inated by a cold-cathode lighting system. 

Officers and showrooms are in the ultra 
modern style of decoration and have 
soundproofed walls and ceilings. Ade- 
quate room for further postwar expan- 
sion is available as the building contains 
110,000 square feet of floor space. 





Flex-Let Plans National Advertising 


The makers of Flex-Let expansion 
watch bands have instituted plans 
through Edwin L. Frankenstein Adver- 
tising agency for a national adver- 
tising campaign on Flex-Let products 
to begin this Fall and to run through 
1946. Publications with a combined cir- 
culation of approximately 10,100,000 will 
be employed. 

Featured will be Flex-Let Expansion 
Watch Bands although all Flex-Let prod- 
ucts will be promoted through the ads. 
Trade advertising will be stepped-up and 
tie-in material for retail stores is being 
developed. 

It is expected that the campaign will 
Sreatly increase jewelers’ sales of Flex- 
Let Expansion products. 


For JuLy, 1945 








Navy Now Renovates 
Deteriorated Shell Fuzes 


Large quantities of time fuzes for 
38-inch, 5-inch and 6-inch shells which 
have deteriorated in the climates of the 
South Pacific and sub-polar regions are 
being reworked at Hamilton Watch Com- 
pany for the Navy Bureau of Ordnance 
at approximately half the cost of new 
fuzes. 

The fuzes are of designs available at 
the beginning of the war. Harsh atmos- 
pheric conditions of Greenland, New- 
foundland and the Aleutians, and the 
even more destructive humidity of the 
South Pacific in time made them rusty 
and unreliable without reworking. As 
ships returned to ports in this country, 
ammunition equipped with such fuzes 
was replaced. 

The old ammunition is broken down at 
inland Naval Ammunition Depots, where 
it is reconditioned for further issue to 
the Fleet. Reworking of the fuzes, which 
calls for precision skills, is being under- 
taken at four plants including Hamil- 
ton. In evolving feasible methods, the 
Bureau of Ordnance had the assistance 
of the manufacturers. 

In addition to the financial economy 
involved, the fuze renovation program 
will result in great savings of critical 
materials, manufacturing facilities and 
manpower, all of which are thus re- 
leased for other phases of urgent war 
work, 





Parker Watch Sponsors Combs 





Since May 21, the Parker Watch Co., 
in cooperation with the Washington 
Jewelry Co. of Boston, has been spon- 


, soring George Hamilton Combs, dis- 


tinguished news analyst, over Station 
WHDH (Boston), Monday through Fri- 
day from 1:00 to 1:15 P. M. 

A native of Missouri, Mr. Combs in 
1927 served as Congressman from that 
state. Following his term of office, he 
moved to New York, and was special 
assistant to the Attorney-General of 
New York in 1931. He recently returned 
from an overseas tour of the European 
Theatre of Operations where he met and 
interviewed many of the Allied Military 
leaders. 

Arrangements for the Boston broad- 
cast were made by the Sterling Adver- 
tising Agency, Inc., of New York. 





Display Card by Sterling Guild 
Features Flatware Serving Pieces 








ReBiag oecinelth neil of Faves 











As every jeweler well knows, flatware 
sales for the past couple of years have 
necessarily been limited to the six essen- 
tial pieces of the individual place setting, 
due to the inability of the silversmiths to 
produce such items as gravy ladles, to- 
mato servers, and so on, under wartime 
limitations on materials and labor. 

This arrangement has served as a tem- 
porary wartime expedient, but now that 
we are well on our way to final victory, 
the Sterling Silversmiths Guild believes 
that it is time to begin reminding people 
of the additional items that they should 
obtain as soon as they are again avail- 
able. 

With this purpose in mind, the attrac- 
tive easel backed card pictured above 
has been prepared featuring the more 
usual serving pieces and is being dis- 
tributed to retailers who normally stock 
the patterns of Guild members. Measur- 
ing 13 by 18 inches, and attractively 
printed in two colors, it should be a 
helpful sales adjunct to jewelers at this 
time, in view of the fact that delivery 
of the illustrated pieces may soon be- 
come possible again. 


A. Cohen & Sons Corp. 
Announces New Appointments 


James J. Gluck who has been asso- 
ciated with the jewelry industry for 
many years is now connected with A. 
Cohen & Sons Corp. and will represent 
them in Western Pennsylvania, Ohio and 
West Virginia, the same territory which 
he formerly covered for another house. 

Lou Penkower who has been with 
Cohen for 27 years and formerly covered 
the state of New York, will be the rep- 
resentative in Philadelphia, Baltimore 
and Washington. 








Bulova Promotes Burki 


Oscar Burki, employed by the Bulova 
Watch Co. for the past 88 years, has 
been appointed Technical Adviser to 
John H. Ballard, President of the com- 


pany. 
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Scheibel Joins Waltham 


Lured from his intention of entering 
business of his own sponsorship, after 
holding important executive positions 
with prominent concerns during the past 
28 years, William Scheibel has joined the 
staff of the Waltham Watch Co. in Wal- 
tham, Mass., in the capacity of Adver- 
tising Manager. 

Mr. Scheibel has had a _ successful 
career in all phases of the promotion 
and advertising of fine watches. He was 
the first advertising manager of the 


WILLIAM SCHEIBEL 





Bulova Watch Co., with whom he re- 
mained for 11 years, and more recently 
with the Benrus Watch Co. where he 
continued to prepare and produce all 
forms of advertising including radio, 
magazine, and car card advertising, win- 
dow displays, and various forms of di- 
rect mail literature. He was also directly 
responsible for arranging valuable pro- 
motional tie-ups with air lines, motion 
picture producers, and with the U. S. 
Treasury Department in the sale of war 
bonds. 

Although trained as a mechanical en- 
gineer, Scheibel was initiated into the 
advertising field when he learned he 
possessed the ability to express technical 
data on paper in a clear, concise man- 
ner. Employed at that time by the 
Hyatt Roller Bearing Co., he was ap- 
pointed assistant advertising manager, 
and wrote copy for the mine car bear- 
ings division. 

Scheibel’s educational background in- 
cludes five years at the Cooper Union 
Institute of Technology and three years 
at New York University, where he 
majored in advertising and marketing 
courses. He is the author of several 
articles published in Printers’ Ink, the 
magazine of the advertising field. 





Fourian Becomes Sole: Owner 
Of Boyajian's Sons Co. 


Paul Fourian who has been a partner 
in the business conducted under the 
name of Boyajian’s Sons Co., at 64 West 
48th St., New York, announces that he 
purchased the interests of Thomas 
Ohanesian, who is retiring and wil] here- 
after be the sole owner of the business, 
which will continue to be conducted at 
the same address as previously. 





Weiss Now Head of Material Dept. 


The material departments of R. P. 
Gallien, Los Angeles, manufacturer of 
instrument precision equipment, tools 
and supplies, is now under the manage- 
ment of Arthur H. Weiss, who recently 
severed his connection with the Fried- 
man-Gessler Co. to join the Gallien or- 
ganization. 
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Palladium to Continue Popular 
After War, Says New Booklet 


Palladium is 
ahead as a jewelry metal, according to 
a booklet entitled “Jewelry Palladium” 
just issued for distribution to the trade 
by. Baker & Co., Inc., refiners of precious 
metals, Newark, N. J. The booklet sug- 
gets that any manufacturer who has not 
yet established a palladium line should 
“give the matter earnest thought” 

“Such a line if established now may 
be the means of making more sales pos- 
sible in the difficult days to come,” the 
text state. “There will no longer be a 
seller’s market when peace returns. We 
shall experience a time of intense com- 
petition when no advantage can be safely 
ignored, 

“There will exist a continuing demand 
for palladium jewelry, already firmly 
established,” the booklet contends, “and 
the manufacturer who can supply it will 
be that far ahead of his competitors 
less far-seeking. He will be able thus 
to secure orders which otherwise would 
be lost to him. 

“It is only because of jewelry palla- 
dium’s late arrival. that it was not long 
ago firmly established and recognized 
for the beautiful metal that it is,” the 
writer argues, “but it was inevitable 
that eventually such recognition would 
occur and the war stringency has now 
brought it about.” 





Vulcain Appoints Sackheim Adv. Agt. 


The Vulcain Watch Company, New 
York, has appointed Ben Sackheim, Inc., 
of the same city, to handle the advertis- 
ing of Vulcain Grand Prix Watches for 
men and women. 





"Hemetine" Is Featured 
In Radio Interview 


Daytime radio listeners are familiar 
with the morning broadcasts of Nancy 
Craig, who over Station WJZ of the 
Blue Network interviews various people 
whose activities are news-worthy. 

On Tuesday, June 5, Miss Craig 
brought to the microphone Matthew 
Rosenthal, the man who developed 
“Hemetine,” and who with his brother 
owns the Gabriel Williams Co., pro- 
ducers of that stone. In the course of 
the interview Mr. Rosenthal told how 
“Hemetine” had been discovered in the 
course of his laboratory experiments to 
find a sufficiently hard substance for in- 
dustrial cutting tools, and how ultimately 
it had come to be used as a ring stone 
for men’s wear. 

Much of his remarks had to do with 
the unusual labor policy of the Gabriel 
Williams Co., under which every em- 
ployee is a discharged veteran. This 
policy, however, Mr. Rosenthal em- 
phasized, is not to be interpreted as 
‘charity” but just as good business. The 
veterans have proved quick and eager 
learners, good and careful workmen 
and conscientious employees. Many of 
them are physically handicapped, but a 
man with a leg injury or a heart con- 
dition is able without difficulty to handle 
the lapidary work which can be per- 
formed sitting. 

Mr. Rosenthal strongly recommends 
that every concern whose working con- 
ditions permit it, make it a point to 
employ as many of these returned vet- 
erans as possible. 


continuing to forge . 





Import Difficulties in 1944 
Reduce Gruen Profit for Last Yeqr 


Net consolidated profits, after taxes, 
of The Gruen Watch Co. for the fiscal 
year ended March 31, 1945, amounted 
to $664,883.20, or $1.69 a share on the 
common stock of the company, 

to the annual report to the sharehont 
ers. The corresponding figures for the 

revious fiscal year were $940,705.98: o 

89 per share. The lower earnings the 
report explains, were due almost 
tirely to the situation which devel 
in connection with the invasion of 
Europe and which led to the closing of 
the Swiss Border almost contin 
from early in June, 1944, to Jan 
1945. This situation has improved mate. 
rially and movements are now 
received in quantities, the report states, 

The report further announced the 
consummation of a new long-term bank 
loan of $2,000,000 at redyced interest 
rates and stated that in view of this 
favorable financing the Board of Direc. 
tors has decided for the present not to 
proceed with the issue and sale of pre. 
ferred shares as authorized last year by 
shareholders of the Company. 

In commenting upon the company’s 
operations, President Katz spoke of the 
Army-Navy “E” which has been awarded 
to Gruen for its war production, and 
of the many commendations given the 
Company for its various wartime ac- 
tivities. 

Mr. Katz also announced to share- 
holders the establishment of a profit 
sharing trust for all employees with one 
or more years of continuous service. 
Five per cent profits of the Company 
are set aside for this purpose. For the 
year ended March 31, 1945, the sum of 
$77,262.40 has been deposited for this 
fund with the Fifth Third Union Trust 
Co. of Cincinnati, the trustee. 





War Work of Frank W. Smith, Inc. 
Is Theme of War Bond Window 


ee 









This display of the war products made in 

one of the city's manufacturing plant 

Frank W. Smith, Inc.—made an effective 

window in a Gardner, Mass., store during 
the 7th War Loan Drive. 


One of the stores in Gardner, Mass, 
the Goodnow-Pearson Co., made 
use of the appeal of local interest in its 
window display in connection with the 
7th War Loan campaign. 

On a 15-foot easel stand were fastened 
samples of each of the war product 
manufactured by Frank W. Smith, Int, 
Gardner silversmiths, with war 
placards and American flags as a b 
ground. The board showed more 
125 items and by its variety and local 
interest attracted a great deal of atte 
tion. 
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gin Natl. Watch Co. Honored 
by Natl. Assn. of Manufacturers 





Ira Mosher (right), president of the 
National Association of Manufacturers, 
nts scroll of charter membership in 
the association to Howard D. Schaeffer, 
vice-president in charge of sales, for the 
Elgin National Watch Company 


Ira Mosher, president of the National 
Association of Manufacturers, presented 
jast month in Chicago to the Elgin Na- 
tional Watch Company, along with 24 
other Chicago companies, scrolls honor- 
ing them for 50 years of outstanding 
contribution to American industry. 
Howard D. Schaeffer, vice-president of 
Elgin in charge of sales, accepted the 
watch company’s scroll. 

Fifty years old this year, the NAM, 
through a series of sectional meetings, 
is honoring all companies which met in 
Cincinnati in 1895 to form the associa- 
tion. The Elgin National Watch Com- 

y, thus, is a charter member. 

Scrolls bear the following inscription: 
“In recognition of its outstanding con- 
tribution to American industrial prog- 
ress, evidenced by its long and active 
leadership as a founding company, this 
company hereby is honored as a charter 
member of the National Association of 
Manufacturers.” 

In conjunction with the Chicago sec- 
tional meeting, a special conference for 
the study of reconversion problems was 
held, sponsored jointly by the NAM and 
the Illinois Manufacturers’ Association. 
T. Albert Potter, president of the Elgin 
National Watch Company, headed the 
committee on arrangements and presided 
at the opening session. Mr. Potter is 
vice-president of the IMA and _ vice- 
chairman of the NAM’s committee on 
repricing and renegotiating. 


New Watch Band Is Patented 





Capt. Curtis W. Hickok, recently re- 
tired Navy man has patented and organ- 
ized to manufacture a tempered durali- 
um wrist watch band for men’s watches. 
The idea came from observing sailors 
fashion bands from metal off destroyed 
Japanese planes. The band is adjustable 
to any size watch lug and is shock ab- 
sorbing. The bracelet retails for $6.00 
and will be distributed exclusively by 
James Flatu, 29 E. Madison St., Chi- 
cago. ‘ 
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Useful Ideas on Gift Wrapping 


Every jeweler who uses gift wrap- 
pings—and what enterprising jeweler 
doesn’t, these days—will find some highly 
useful pointers in a booklet just issued 
by Taffel Bros., Inc., ribbon manufac- 
turers, 95 Madison Ave., New York City. 

The booklet, which is entitled “Taffel 
Tales” is considerably more than a cata- 
log. Not only does it list and illustrate 
the many varieties of special gift rib- 
bons which the house supplies—it also 
pictures a large number of effective ways 
of tying a package with ribbon, gives 
detailed directions on how to make 
various types of ornamental bows, and 
suggests ways in which ribbon can be 
used to liven and dramatize a display. 

An interesting feature of the book is 
the pictures of the many unusual rib- 
bon designs for every conceivable gift 
occasion. Each one has little pictures 
and phases in color for Christmas, 
Easter, graduation, Valentine’s Day, 
birthday, bridal shower, wedding gift, 
Mother’s Day, Father’s Day, and so on. 
One is designed especially for gifts of 
jewelry with sketches of a bejeweled 
hand, a jewel box, a string of pearls, 
and a diamond. 

The reader can hardly fail to get many 
useful suggestions from a perusal of 
this useful little book. A copy may be 
had without charge by addressing Taffel 
Bros., 95 Madison Ave., N. Y. City. 


New Booklet Calls Store-Fronts 
"Machines for Selling" 


A new illustrated 16-page booklet has 
just been published by The Kawneer 
Co., store-front manufacturers, that will 
be of interest to jewelers. y 

Based on over 40 years’ experience in 
the store-front field, and on intensive 
research with outstanding authorities on 
store architecture and retail merchandis- 
ing, it explains a new concept of store 
fronts as retail advertising—as “Ma- 
chines For Selling”’—as a part of the 
store rather than as merely a part of 
the building. 

According to Kawneer findings, maxi- 
mum results in customers pulled in and 
sales made can be obtained where the 
problems of the individual store are 
analyzed and a store-front design creat- 
ed to solve those individual problems. 
Working with architects in various locali- 
ties, the Kawneer organization—which 
includes over 250 distributors—will as- 
sist retailers in obtaining such “Machines 
For Selling” when building restrictions 
are lifted. 

The new booklet may be obtained by 
writing to The Kawneer Co., 2015 Front 
St., Niles, Mich. 





Harman Appoints Groedel 
District Manager 


Sam Groedel, who has been active in 
the jewelry trade for the past 20 years, 
is now manager in charge of sales in 
the New England and Middle Atlantic 
states for the Harman Watch Co. He 
succeeds L. Newman, who is now sales 
manager in charge of the Miami office. 

Mr. Groedel will start shortly on a 
trip covering his territory to discuss 
problems of supply and distribution with 
Harman dealers, and to acquaint them 
with present and prospective radio, 
magazine and newspaper advertising. 





Imperial Pearl Syndicate 
Distributes Buying Aid 




















A new brochure illustrated with de- 
tail heightened photographic reproduc- 
tions has been made available by Im- 

erial Pear Syndicate. At a glance the 

usy jeweler can select from a keyed 
illustration the many items he needs in 
cultured pearl and gold jewelry and 
be sure, because of the realistic illustra- 
tions, of getting just what he sees. Most 
of these items are available in reasonable 
quantities. Copies of the brochure may 
be secured by writing to Imperial Pearl 
Syndicate at their New ‘York, Chicago 
or Los Angeles office. 





Ceiling Prices on Tissot Watches 
Receive Approval of OPA 


Uniform retail ceiling prices on Tissot 
watches were approved on May 24. 
Hereafter, every Tissot watch will carry 
a tag on which will appear the retail 
ceiling price which will include the fed- 
eral excise tax. 





Service Pins for Swank Employees 
Pins representing a combined total of 


141 years of service are now being worn 
by 18 employees of Swank, Inc. The ins 
were presented at a dinner in the Bilt- 
more Hotel, Providence, to those. em- 
ployees who have completed their third, 
fifth, tenth, fifteenth or twentieth years 
of work with the company. J. Carlton 
Bagnall, executive vice-president and 
general manager, made the presentation 
in an informal ceremony preceding the 
dinner. 

A special presentation was made to 
Roland Letourneau, a Soundman aboard 
the Navy Destroyer Laffey which was 
hit by eight Jap suicide plans of Oki- 
nawa, and who is now home on leave. 
Letourneau’s leave coincided with the 
third anniversary of the day he started 
work with Swank, so he was a guest 
of honor at the dinner and received his 
service emblem. 

Swank’s sagged provides that the time 
spent in the armed forces by an em- 
ployee is not considered an interruption 
of his service with the company . 

Viola Howard, stylist of the design 
department, had the longest record of 
those honored. She received a 20-year 


pin. ‘ 
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Dentan Joins Rolex Watch Co. 


RENE P. DENTAN 





Rolex Watch Co. announces that René 
P. Dentan has joined them as manager 
of the Sales Department. Mr. Dentan 
who has been with the Patek Philippe 
Co., Inc., and the Universal Geneva 
Watch Co. of New York for the past 
four years, first came to the United 
States in 1937. 

He is a native of Lausanne, Switzer- 
land, where he attended the Engineering 
School of the University of Lausanne. 





A New Display Card 
With Message for the Future 


“*Yes,’ is coming back,” says a dis- 
play card being distributed to retail 
jewelers by the Baltimore wholesale firm 
of Max Kohner. The card, which is at- 
tractively printed in two colors on heavy 
cardboard, measuring: 10% by 18% 
inches, with a folding easel back, goes 
on to explain that slowly but surely 
greater quantities of desirable merchan- 
dise are re-appearing, and that the store 
management is looking forward to and 
planning for the day when they will 
again be able to say “Yes” to all their 
customers’ desires for famous names in 
watches, clocks, silverware, and jewelry. 


Pending that time the customer is 
invited to let his wahts be known, so 
that the merchant can notify him when 
the desired items are again available. 
The message concludes with the sentence, 
“We are as happy as you that ‘Yes’ 
is coming back.” 


A little folder accompanying the card 
explains to the jeweler that it is being 
sent by Kohner to help him in his efforts 
to cement customer. good will and to 
help pave the way for even better cus- 
tomer relations in the future. Kohner’s 
name does not appear on the card, ex- 
cept in a copyright notice in small type 
at the lower edge. 


Any retail jeweler desiring one or 
more copies of the card may have them 
without cost by dropping a line to Max 
Kohner, 21 West Baltimore St., Balti- 
more 1, Md. 









Two Crawford Watches 
Bring $51,000 War Bond Sales 


Friday night, June 1, at the Capitol 
Theater, New York City, Crawford 
Watch Co. contributed two ladies 14 
karat gold watches to be auctioned from 
the stage of the theater to stimulate 7th 
War Loan Bond sales. Bidding was 
most enthusiastic, resulting in additional 
sales of $51,000 in War Bonds. 

The event was so successful that Craw- 
ford again contributed two additional 
watches for the bond rally of the fol- 
lowing week. 
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Benrus Has New Advertising Mgr. 


Adrian James Flanter has. been ap- 
pointed advertising manager of the 
Benrus Watch Company, succeeding 
William Scheibel who recently resigned. 
Mr. Flanter comes to Benrus from 
Fawcett Publications where he was 
assistant director of public relations. 
Prior to that he had run his own 
agency. 





Bulova Watch Sent Marine 
Is Found on Dead Jap 


Postal authorities have halted their 
search for a Bulova Watch mailed by 
B. E. Hunt of 3853 Middle Avenue, 
Aurora, eight months ago to his grand- 
son, Pvt. Elmer Crook, 20, who is fight- 
ing with the U. S. Marines somewhere 
in the Pacific. 

Hunt received the letter from his 
grandson four months after the watch 
was mailed saying that he never received 
it. Hunt notified Postal Authorities and 
tracers were sent out, but the watch was 
not located. 

The watch was finally found on the 
body of a dead Jap by Pfc. William 
Chell who forwarded it to his father. 
Through the number on the case, the 
Bulova Watch Company found that the 
watch had been sold through David 
Greenwald, Aurora Jeweler and through 
this number Greenwald contacted Hunt 
and turned the watch over to him. Both 
wondered how the Jap got the watch, 
for as far as Hunt knows Pvt. Crook is 
still alive and in action in the Pacific. 





A Testimonial to End Testimonials 


Every watch manufacturer gets letters © 


describing freak adventures in which 
their product was involved. Longines- 
Wittnauer received one recently which 
they call “a testimonial to end all testi- 
monials.” 

The letter stated that the writer had 
purchased a Wittnauer chronograph in 
Los Angeles in 1940 and that in Janu- 
ary of this year, while serving as an 
instructor for British Flying Cadets, he 
had dropped it from an airplane—at a 
height of 2,000 feet—over an orange 
grove. Later that day, the flyer went 
to the grove and was given permission 
to search for the watch, but was unable 
to find it. 

Anxious to recover it, he offered a 





$25 reward and a week later, a man 
called up the field and said that he hag 
found the watch. 


It had been dropped at 9:30 A, y 
but the hands showed 11 o’clock—inaj- 
cating that it had continued to run. The 
flyer wound the watch and it started 
running but gained considerably, He 
took it to a jeweler who found hair 
spring was twisted which was ca 
the gain in rate. That was the end of 
the “testimonial.” 


Longines-Wittnauer wrote the flyer 
thanking him for his letter but sa 
that they would not dare to use 
a testimonial in their advertising to the 
public for fear that a lot of other peo 
would try dropping watches out of air- 
planes at 2,000 feet and expect them to 
go on running. 

Freak testimonials can be dynamite, 
is Longines-Wittnauer’s comment, They 
may be intriguing to read but they can 
cause a lot of headaches if they are used 
for consumer advertising. 





A New Precision Milling Device 





A precision milling attachment for the 
watchmaker has just been perfected by 
Louis Levin & Son, 2206 Beverly Blvd, 
Los Angeles 4. An outstanding feature 
of this attachment is the ribbed vertical 
slide, which insures rigidity so necessary 
for smooth operation. A thumb screw 
locks the slide securely against any un- 
intentional movement. The application 
of this milling attachment to the slide 
rest converts it into a small milling ma- 
chine, and in many cases enables the 
craftsman to perform operations which 
would otherwise require a larger and 
more expensive machine. The attachment 
sells for $150. 








Rensie Watch Co. Entertains Employees at Dinner 
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V-E VICTORY SMILES wreath the faces of the employees of Rensie Watch Company, at @ | 
dinner dance given in their honor by the firm's co-owners, 
Taussig, at the Hotel Ambassador, New York, May ||. Entertainment as well as . 
dance music was provided by Hosts Eisner and Taussig for their employees’ celebration. ; 
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SALESMEN WANTED 


A LETTER FROM one of our readers sets forth a gripe 
that we suspect is shared by a lot of other jewelers. 

His complaint is that in many cases he has been de- 
prived of contact with the manufacturers’ and whole- 
salers’ salesmen who used to call on him—men who 
knew him, his store, his community, and his type of 
trade. 

Those men, he comments, were a helpful connection 
between retailer and supplier, saving time and trouble 
for both of them, because they were thoroughly familiar 
with the needs of that retailer. Also, because of the 
salesmen’s knowledge of that particular store, he could 
often give advice that was decidedly helpful. Contrast 
that situation, our friend remarks, with calling up your 
wholesaler today and being answered by somebody who 
doesn’t know you or what it’s all about. 

First you have to spell out your name and address, 
then repeat your order three or four times and still 
have it likely to be misunderstood. And if your order 
is diversified you go through the same process several 
times with each of the various departments to whom you 
are referred. And then, if anything goes wrong, he 
says, just try to pin down the responsibility ! 

“It seems to me,” our correspondent says, “that those 
firms have acted wisely who retained their old salesmen, 
even though they didn’t need them to bring in business 
during the past year or two.” 

We can sympathize with that retailer’s point of view. 
Of course, in many cases where the salesmen were taken 
off the road, it was not always because the house wanted 
it that way. Some of them went into the Army or Navy, 
some took war jobs, and there is always a certain 
amount of turnover in even normal times. Some firms 
lost salesmen in those ways and just weren’t able to re- 
place them with competent men. Nevertheless, there 
were also some who were taken off the road as a matter 
of house policy. 

Whatever the reason, it would seem that now would 
be a good time for suppliers to be starting to rebuild 
their depleted sales forces so as to be ready for the real 
selling job that certainly lies ahead. 


WHY DUPLICATE? 


A BULLETIN from one of the state associations men- 
tions the industry’s need of keeping the public jewelry 
minded, and suggests setting up a publicity campaign 
- for that purpose. 

With the idea that jewelers’ goods should be kept high 
on the list of people’s desires we are in hearty accord. 
But why have duplicating and overlapping campaigns 
operating independently of each other in the various 
states, and all of them competing with the national pro- 
gram. 
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Why not concentrate all the money, all the effort, j 
one really big-league job with big league money and big 
league professional talent instead of splitting it into 
lot of small local affairs, no one of which will have either” 
the money or the expert personnel to do the kind of job 
that must be done in order to accomplish the desing 
result. } 

Let’s forget local pride and all of us everywhere : 
together in a big way behind the Jewelry Industry Py 
licity Board and give it our wholehearted support b 
financially and otherwise. 


TIME TO LOOK AHEj 


Have you TAKEN stock of what the prospects ; ‘ 
your store are going to be when the transition com 
from a wartime to a peacetime economy? 

We don’t mean the broad overall picture for busing 
or even for the jewelry business as a whole, but ff 
your individual community and for your individual st 
That’s the important thing, because when that transiti 
comes, its effect is going to be very different in differ 
localities—and it’s conditions in your locality, not’ 
some other part of the country, that determine ¥ 
possibilities. . 

Those towns that have had little or no war manuf 
turing and no camps or airfields nearby will make { 
shift from war to peace without difficulty. They have 
had a wartime boom, but now will be compensa 
not having to take a post-war shrinkage. 

On the other hand, there are others that have mu 
roomed with war plants or army camps that will fag 
like snow under a July sun because those camps af 
those particular factories cannot be used for anythin 
but war. There will inevitably be some pretty drs 
readjustments in retail business in such localities. 

Then there are the many communities where there li 
been a great deal of wartime activity but where the fa 
tories can be converted to production of peacetime goods 
In those places, the question is what actually will bt 
done with those plants. What will they make—wi 
they be able to keep continuously busy—will their em 
ployment be regular or seasonal—how much will theif 
employees be paid? In short, what are your prospect 
for having a reasonably prosperous community from 
which to draw your trade? 

The wise retailer will begin now to look into thost 
things, if he hasn’t already done so, and be guide 
accordingly in making his plans and commitments. 


Tet. l Cb 


Editor 
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